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Rough Proofs 


A classified advertiser in Ap- 
' VERTISING AGE says, “I want a job 
like the guy in ‘The Hucksters’ 
had.” 
For that one, son, you’ll have to 
stand in line. 
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The Preserve Industry Council 
is starting its first advertising 
campaign, and Rough Proofs 
scouts report that it will definitely 
not use the slogan, “Save the sur- 
face and preserve the inside.” 
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Women, the story says, are writ- 
ing the copy for a new magazine 
campaign on Paradise shoes. May- 
be that explains why they call 
these shoes “foot diminishers.” 
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A New York theater ad an- 
nounces 
ANNA LUCASTA 
AIR CONDITIONED 
Better not cool her off too much. 
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Inflation note: The Bank for 
Savings is having to use New York 
newspaper space to list negligent 
depositors who have not been in- 
terested in picking up amounts 
from $25 up. 
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The Galvanometer, which is 
something like the lie detector, 
has the copywriters in a dither. It 
seems that even the worst ads 
create some sort of response. 
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Formfit will promote its founda- 
tion garments in the magazines 
this fall, the idea being that a gal 
with the right girdle will find her 
Life a permanent Holiday. 
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The Hoosier bathroom has 
moved indoors and the mail-order 
catalog has lost its old-time charm, 
chronicles the Indianapolis News. 

Related developments, seems as 
though. 
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Mel Ott says he reads the Sun 
for complete sports coverage, but 
at times this year he must have 
wished that the news about the 
Giants wasn’t quite so complete. 
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In New South Wales they’re 
using advertising to try to change 
the rule that you can’t buy a drink 
after 6 p.m. Maybe that’s why the 
visiting G.I.s who married down 
under brought their wives home. 
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“Poultry farming is mechanized 
farming,” insists the Poultry Trib- 
une. Someone should have passed 
the good word along a lot sooner 
to the author of “The Egg and I.” 
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“Sales forces go aloft as small 
plane use grows,” headlines AA. 
And some companies are still try- 
ing to figure out the proper allow- 
ance for salesmen’s automobiles. 
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Jim Woolf, who wrote that best 
seller on how to write good ad- 
vertising, is now head of his own 
company, and the stockholders are 
prepared for nothing but the best. 


Copy Cus. 


Radio ‘Package’ Battle 
Rages Over Commissions 


Pen Makers, Led 
by Eversharp, Get 
Ready for Crisis 


Ball Pens Ball Up 
Picture; Fountain 


Pens Still Do Well 


By ROBERT MURRAY JR. 


CuiIcaco — Almost anybody in 
the writing pen business will say 
now that the business is in a tur- 
moil. “You’ll have to wait till the 
end of the year to see what’s 
what,” is the consensus. And true 
enough, the climax of the battle 
for the pen market still lies ahead. 

A change greater than most sus- 
pect has come about in the pen 
industry. The ball pens have had 
a profound effect, despite some 
pen makers’ protests that the new 
instruments will not cut into de- 
mand for conventional fluid ink 
pens, 

Yet for all the hullabaloo about 
the ball pens, they alone have not 
caused the change. For real under- 
standing of what the companies 
are doing, you have to go back 
and look at wartime and prewar 
case histories. 


Eversharp Far Ahead 


Already some certainties point 
to coming developments. It is 
clear, for example, that Eversharp 
has come up fast to take a com- 
manding lead in the field. By the 
time the tinsel is cleared away at 
year’s end, Eversharp, Inc., can 
report far greater dollar volume 
for 1946 than any other pen com- 
pany. In fact, it already does so. 

Other facts stand out equally 
clear. Fluid ink pens will hold 
onto their high favor with the 
public. The ball pens can’t touch 
them yet, at least between water 
level and the stratosphere. More 
ball pens, some cheaper and some 
better, will soon reach the stores. 
Advertising budgets have hit all- 
time highs. Through all the fur- 
ore, meanwhile, ink manufacturers 
calmly go on selling as much ink 
as ever. 

As to the ad budgets, Eversharp, 

(Continued on Page 8) 
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MCA Probe Hinted 
by 'SEP'; Question 
Agents’ Rake-offs 


By GEORGE BIDERMAN 


NEw YorkK—The summer period 
of shopping for fall radio pro- 
grams has brought a renewal of 
one of the most persistent contro- 
versies plaguing advertisers, agen- 


cies and networks—the radio 
“package show” deal whereby 
some talent agencies reap as 


much as 30% in concealed com- 
missions and boost the costs of 
radio shows to whatever the traffic 
will bear. 

The controversy is at its hottest 
in the agency field, where an ad- 
vertising agency collects a 15% 
commission on a show originated 
and produced under control of a 
package agency when its own 
contribution frequently consists of 
acting as a time broker and writ- 
ing the commercial announce- 
ments, but little else. 

Although little has been said 
about the subject publicly except 
in anonymous “dope stories,” there 
have been several attempts in 
closed committee meetings of the 
Four A’s to get some general 
agreement on a “code” governing 
package shows, particularly the 
commissions to be paid for talent 
and the amount of control to be 
exercised by the agencies. But 
participants in these meetings told 
AA that so far they had all ended 
fruitlessly. 


More Wary of Costs 


The subject is getting hotter as 
advertisers are becoming more and 
more critical of radio costs and 

(Continued on Page 59) 


REJUVENATED—The Texas Co. is us- 
ing this copy in Collier's, Newsweek, 
Life, The Saturday Evening Post and 
Time once a month to promote the 
cleaning qualities of new Havoline mo- 
tor oil. The brand name is 40 years 
old, and the new product was sched- 
uled for introduction before the war, 
then held up first by the war, then 
by shortage of cans. Erwin, Wasey & 
Co. is the agency. 


War Assets Plots 
New Drive to Sell 
All Surplus Goods 


WASHINGTON—War Assets Ad- 
ministration regional and zone di- 
rectors were called here this week 
to hear a vigorous reorganization 
plan designed to clean up the vast 
surplus property disposal job by 
next July 1. 

Most radical of the innovations 
is a plan to channel the large per- 
centage of surplus consumer goods 
to veterans by using retail stores 
as disposal agents for the govern- 
ment. 

This plan, still in a formative 

(Continued on Page 67) 


Last Minute News Flashes 


Bristol-Myers Steps Up Ipana Promotion 

New YorkK—Bristol-Myers Company, through Doherty, Clifford & 
Shenfield, next month will add 300-line insertions twice a week in 
228 newspapers for Ipana, to its present schedule of 1,000 lines in 
42 papers in 10 major cities and The American Weekly, Parade and 
This Week. Bristol-Myers also has signed “Break the Bank” on the 


ABC network Friday, 9 p.m., for a full year. 


Program is a quiz 


show for Mum and Vitalis featuring Bert Parks and Bud Collyer, and 
originally went on as a summer replacement for the company’s “Allen 


Young” program. 


Nash Motors to Boost Outdoor Ad Coverage 

KENOSHA, Wis.—Nash Motors Division plans to double its outdoor 
advertising coverage to a potential 100% early this fall, according to 
well-informed sources. The full coverage will be effected through a 
substantial increase in locations, including spots with increased draw- 
ing power. Geyer, Cornell & Newell is the agency. 


Reynolds Announces Rocket, $3.85 Ball Pen 


Cu1caGco — Reynolds International Pen Company has announced a 
new ball pen, the Rocket, to sell for $3.85 and guaranteed to write 


six years without refilling. 


is the agency. 


It will be promoted in seven-color ads 
in Puck — The Comic Weekly this fall. 


MacFarland, Aveyard & Co. 


DeSoto Resumes Magazine Series 

Detroit — DeSoto division of Chrysler Corporation has resumed 
advertising with insertions in The Saturday Evening Post and Time. 
The company originally began insertions in June, but dropped out in 
July. Batten, Barton, Durstine & Osborn is the agency. 


Minehan to Become Media Director of SSC&B 


New YorkK—Frank Minehan, for many years media director of 
Lever Bros. Company and recently media director of Pedlar & Ryan, 
will become media director of Sullivan, Stauffer, Colwell & Bayles. 


(Additional News Flashes on Page 67) 


SSC&B Joins Elite 
$5 Million List 
of Agency Babies 


New YorK—Sullivan, Stauffer, 
Colwell & Bayles, last week 
joined the select group of adver- 
tising agencies which acquired 
more than $5 million in billings 
shortly after their formation. 
SSC&B added the Bob Burns and 
Ellery Queen programs for the 
Whitehall Pharmacal Company 
division of American Home Prod- 
ducts. Its billings of approxi- 
mately $1.5 million bring the new 
agency’s total to just above $5 
million in its second month of ex- 
istence (AA, Aug. 12). 

Ruthrauff & Ryan, which for- 
merly handled the Burns and 
Queen shows for Anacin, Kolynos 
and Bisodol, will retain Whitehall 
advertising for three new products 
still in the testing stage. 


Few Above $1 Million 


SSC&B, with the Noxzema 
Chemical Company account billing 
about $1.5 million, Smith Brothers 
$500,000, and Carter Products’ 
Arrid $1.5 million, probably will 
add one more account worth 
about $2 million before it settles 
down to digest the flood of new 
business which has brought the 
newcomer into the top ranks of 
agencies. 

In a _ traditionally fluctuating 
field where many executives of 
established agencies form their 
own organizations, scarcely more 
than a half dozen of the agencies 
born in the past year have gone 
above the $1 million mark (AA, 
July 22). Of the lot, only SSC&B 
is above $5 million. 

Thus the new agency joins the 
list of former newcomers to the 
big-time which started with sub- 
stantial billings. Included in this 
list are such agencies as Ted 
Bates, Inc., William Esty & Co., 
Kudner Agency, Ine, J. W. 
Mathes, Inc., Maxon, Inc., and 


Park Square Gives 
Quink Big Boost 
in New Campaign 


St. Paut—Park Square Mfg. 
Company, paper manufacturer, this 
fall will open its first large-scale 
national advertising campaign 
with ads in The American Weekly, 
Fortune, Glamour, The New 
Yorker, Vogue and shelter maga- 
zines to promote new Waterspun 
colored writing papers harmoniz- 
ing with Parker Pen Company’s 
Quink. 

Park Square, not affiliated with 
Parker Pen Company, has de- 
veloped correspondence sets of 
paper tying in with Parker Quink 
colors, and will advertise the com- 
bination of paper and ink, at no 
cost to Parker. 

In addition to magazine adver- 
tising, displays for dealers have 
been developed, including direct 
mail of the essay, “Write a Let- 
ter,” by James T. Mangan, part- 
ner of Mangan & Eckland, Chicago 
advertising and design organiza- 
tion. 

Melamed-Hobbs, Minneapolis, is 
the agency. 
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Sherman & Marquette. 

Ted Bates, formerly with Ben- 
ton & Bowles, came from Colgate 
to form his own agency with a 
part of the Colgate-Palmolive- 
Peet account. Sherman & Mar- 
quette also started with the Col- 
gate business. 


Esty Takes Campbell Soup 


William Esty & Co. had a 
healthy nucleus in the Campbell 
Soup business, which never went 
below $12 million before the war, 
while Arthur Kudner walked out 
of Erwin, Wasey 11 years ago in 
October with a sizable nest-egg 
including such accounts as Good- 
year, Buick, National Distillers, 
Fisher Body, General Motors in- 
stitutional and Koppers coke. 

Lou Maxon left the General 
Electric Company to form his own 
agency with part of the G-E ac- 
count as a nucleus. Another con- 
tender for the list, the late J. 
Stirling Getchell, dribbled along 
for a year on a monthly fee from 
American Tobacco, then  con- 
nected with De Soto and Plymouth 


for whom he coined the famous 
“Look at All Three” slogan which 
put Plymouth in the low-priced 
automobile race. 


Starts With Two Majors 


J. M. Mathes acquired Canada 
Dry and National Carbon shortly 
after he opened the doors of his 
new advertising agency. 

In addition to this group, a num- 
ber of other “new” agencies came 
into being as a result of name and 
personnel changes in old ones. 
This list includes some of the larg- 
est,.among them Foote, Cone & 
Belding, succeeding Lord & 
Thomas; Dancer-Fitzgerald-Sam- 
ple, succeeding Blackett-Sample- 
Hummert; Compton Advertising, 
succeeding Blackman Advertis- 
ing, and Kenyon & Eckhardt, 
which grew out of Ray D. Lilli- 
bridge, Inc. 


Gets Beverage Account 


Red Fox Ginger Ale Company, 
Providence, has placed its adver- 
tising with Ben Kaplan, Provi- 
dence. 


Baxter & Crim Formed 


A. R. Baxter, formerly adver- 
tising manager of Weather Seal, 
Inc., Barberton, O., and J. E. Crim, 
formerly art director of Pennsyl- 
vania Central Airlines, Washing- 
ton, have formed the Baxter & 
Crim Advertising Agency at 220 
Almeria Ave., Coral Gables, Fla. 
Mr. Baxter is president, and Mr. 
Crim, vice-president, of the 
agency. 


Two Appoint Upham 

Lathrop Engine Company, Mys- 
tic, Conn., maker of marine en- 
gines, and Plymouth Electric 
Company, New Haven, Conn., 
electric equipment distributor, 
have appointed Philip Webb Up- 
ham & Co., New Haven, to handle 
their advertising. 


Agency Changes Name 

The name of Rogers, Gano & 
Bachrodt, Inc., Chicago agency, 
has been changed to Bachrodt, 
Newell, O’Kane & Gano. Thomas 
J. O’Kane and Robert B. Newell 
have long been associated with 
the agency, serving as account ex- 
ecutives. 


Miles to Drop 
Barn Dance; Signs 
New NBC Show 


Cuicaco—Miles Laboratories, 
Inc., Elkhart, Ind., is ending its 
14-year sponsorship of the Na- 
tional Barn Dance and will start 
a new show over NBC Oct. 5 fea- 
turing Roy Rogers, Pat Buttram, 
Dale Evans, “Sons of the Pio- 
neers” and Country Washburn and 
his orchestra. 

Replacement of the National 
Barn Dance is the result of falling 
listener ratings, according to Wade 
Advertising Agency, Chicago, 
which handles the account. The 
agency told AA that Miles Labora- 
tories seeks to increase sales in 
metropolitan areas and feels that 
a show aimed more at metropoli- 
tan listeners will do the job. The 
agency said that non-metropolitan 
area sales were nearing the sat- 
uration point. Another objection 
was that the National Barn Dance 
offered listeners little star ma- 


IT’S A BILLION DOLLAR 
FOOD MARKET 


—but where is your 
advertising coverage ? 


IN THE 11 WESTERN STATES 


% of all retail sales are made 
outside the six largest cities 


Bher's the way Safeway Stores cover the wonderful 


Billion Dollar HOMETOWN Food Market (outside the 6 


largest cities) in the 11 Western States:— 


Of 1,297 Safeway Stores in this area, 68% are in the 
Hometown Market. 


And — of 241 newspapers used by Safeway, 224 are 
Hometown newspapers — it pays Safeway — it will pay 
you. Compare your advertising allocation with this 
rich sales potential. 


Hometown Daily Newspaper Publishers, 625 Market 
Street, San Francisco 5, California. 


is 


9 34 38  — 
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FOOD SALES IN 
THE HOMETOWN. 
commer DAILY NEWSPAPER 


31” FOOD SALES 
IN THE 6 
LARGEST CITIES 
& 0° OF THE FOOD SALES IN 
© THE 11 WESTERN STATES 
ARE MADE IN THE HOMETOWN DAILY 
NEWSPAPER MARKET , 


Advertising Age, August 19, 1946 


terial. 

The new show will originate in 
Hollywood, but will be picked up 
from points around the country 
while Roy Rogers, cowboy star of 
the movies, is on a personal ap- 
pearance tour. 

The Barn Dance is broadcast 
Saturday for four hours, 30 min- 
utes of which are sponsored by 
Miles on NBC and the remainder 
by local Chicago concerns via 
WLS. It will probably leave NBC 
and be either sustained by WLS, 
point of origin, or sold to another 
local advertiser. If it goes national 
or partially national, it will be 
carried by ABC, with which WLS 
is now affiliated. 

“The Quiz Kids,” sponsored by 
Miles Laboratories for Alka Selt- 
zer and heard over ABC since the 
program’s inception in 1940, will 
be transferred to NBC, starting 
Sept. 29. The show may replace 
“The National Hour” on NBC, 4 
p.m., Sundays. 


Warwick Heads 
Radio Star-Owned 
Record Company 


NEw YorK—H. Paul Warwick, 
president of Warwick & Legler, 
is president of a new recording 
company, Audience Records, Inc., 
jointly owned by a group of radio 
stars including Amos ’n’ Andy, 
Jack Benny, Edgar Bergen, George 
Burns and Gracie Allen, Eddie 
Cantor, Ed Gardner and Fibber 
McGee and Molly. 

ARI, with offices in New York 
and Hollywood, will record al- 
bums of programs from a theater 
or broadcasting studio before an 
audience whose reactions will be 
part of the record. Norman Mor- 
rell, formerly of Foote, Cone & 
Belding, will be in charge of re- 
cording in Hollywood. 

Plans call for the recording of 
one or two albums a year by each 
star under the Top Ten and Audi- 
ence labels. The records will be 
strictly restricted to home use and 
no broadcasting rights will be 
granted. 

The company has been in process 
of formation for two years. T. 
Newman Lawler, of the law firm 
of O’Brien, Driscoll and Raftery, 
is secretary. 


Streamlines Management 


Eastern Air Lines, New York, 
has formed an advisory board of 
directors and a field board of di- 
rectors which will function with 
the officers and directors as a part 
of management. The newly formed 
boards will meet monthly in one 
of the 66 cities served by East- 
ern Air Lines. 


GREENWICH 
LEADS! 


In Greenwich, Conn. 
(34,000 Population) 


Retail Sales 


in 1945 were 


$43,792,000 


(Source—1946 Sales Management) 


This Market 

Deserves Your 

**A”’ Schedule 
I 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in America” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 
New York Chicago Boston 
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FM Symposium 
Speakers Named 


WASHINGTON—Charles R. Denny, 
acting chairman of the Federal 
Communications Commission, will 
be one of the panel members at 
the National Association of Broad- 
casters’ special symposium on fre- 
quency modulation problems at 
the NAB convention in Chicago 
Oct. 21-24. Mr. Denny will dis- 
cuss FCC policy on FM. 


! 
' 


Other panel members, NAB an- 
nounced, will be: Lester H. Nafz- 
ger, general manager of WELD, 


FM station in Columbus, O., who 


will discuss station promotion and 
program sources; W. R. G. Baker, 
vice-president of General Electric 
and director of the Radio Manu- 
facturers Association’s engineer- 
ing department, whose topic will 
be the transmitter and receiver 
situation; T. A. M. Craven, vice- 
president in charge of engineering 
for the Cowles stations, who will 


describe FM stations’ technical op- 
erations, and Walter J. Damm, 
chairman of NAB’s FM executive 
committee and president of FM 
Broadcasters, Inc., who will pre- 
side and answer questions regard- 
ing managerial and operational 
aspects of FM broadcasting. 


Get Power Boosts 


Construction permits to boost 
their power from 250 to 5,000 
watts have been granted by the 
FCC to two ABC-affiliated sta- 


tions, WSLI, Jackson, Miss., and 
WFMJ, Youngstown. Both expect 
to be operating on the increased 
power by Jan. 1. 


Appoints Roy Tait 

Roy E. Tait, formerly with Con- 
solidated Press, National Home 
Monthly, and the Maclean-Hunter 
Publishing Company, has been ap- 
pointed advertising manager of 
New World and Nouveau Monde, 
Canadian picture magazines pub- 
lished in Toronto by Anglo Cana- 
dian Publishers. 


WHY JIM LIKES TO SELL 


BALTES SOR 
SP mUNey ents: 


ar THING enti 


g pe Gv ilu 


“The orders from these merchants are 
worthwhile,” said Jim. ‘Those dealers 
out there have to carry stock. They look 
ahead. They know what they need and 
have the list ready for me.” 


Analysis of Jim’s sales, including 


handling costs, showed his business to 
be more profitable than that of four out 


THE FAMILY NEWS MAGAZINE THAT 
INFLUENCES MAIN STREET, U. S. A. 


GRAHAM PATTERSON, Publisher 


Philadelphia, 270 West Washington Sq. * New York, 420 Lexington Ave. 
Chicago, 180 North Michigan Ave. « ¢ Detroit, General Motors Bldg. 


of five big city salesmen. 


The same thing is true of many lines. 
If you’d like to see the actual figures on 
profit results in small city and town 
markets, ask PATHFINDER, the one 
news magazine that concentrates on this 
market. More than 800,000 circulation 


and climbing fast. 


Advertising Age, August 19, 1946 


National Survey 
fo Probe Negro 
Buying Habits 


NEw YorK — Interstate United 
Newspapers, Inc., representing 158 
Negro newspapers, will sponsor a 
nationwide study by Research 
Company of America of “the 
wants, needs and brand prefer- 
ences” of the nation’s 14 million 
Negroes, said William G. Black, 
sales manager of the representa- 
tive firm. Edgar A. Steele, re- 
search director of Research Com- 
pany, will conduct it. 

Five thousand interviews are 
planned in 25 cities: New York, 
Mount Vernon, New Rochelle, 
Yonkers, in New York state; New- 
ark, Jersey City, Chicago, Detroit, 
St. Louis, Kansas City, Mo., Lit- 
tle Rock, Oklahoma City, San An- 
tonio, Los Angeles, New Orleans, 
Birmingham, Memphis, Nashville, 
Indianapolis, Columbus, Tampa, 
Atlanta, Columbia, S. C., Durham 
and Raleigh, N. C. 

The questionnaire, Mr. Black 
explained, will be “patterned 
along the lines of the Milwaukee 
Journal study.” Factors to be 
covered include home ownership 
and rental valuation; rentals paid; 
family composition; employment 
status; origin of respondents— 
from city, farm, etc.; family occu- 
pations; brand preferences in food, 
drugs, liquor, beer, tobacco, cloth- 
ing, etc.; type of stores and fre- 
quency of shopping; shopping 
areas; educational levels; reading 
preferences, and automobile own- 
ership. 


Gussow Will Launch 
‘Bottling Industry’ 


Food Trade Journals, New York, 
publisher of Candy Industry and 
affiliated publications, in the fall 
will launch a magazine for the 
carbonated beverage industry, 
Bottling Industry. First issue of 
the fortnightly tabloid will be re- 
leased Nov. 16, to precede the an- 
nual convention of the American 
Bottlers of Carbonated Beverages, 
scheduled for Miami the week of 
Nov. 19. Tom O’Malley of Food 
Trade Journals’ Chicago staff will 
be managing editor. 


Reynolds Promotes Jones 


John P. Jones, recently in charge 
of housewares sales in the Phila- 
delphia area for Reynolds Metals 
Company, has been appointed as- 
sistant to the manager of the 
housewares division, with head- 
quarters in Louisville. He will be 
succeeded in Philadelphia terri- 
tory, including upper New York 
state, eastern Pennsylvania, the 
District of Columbia, Delaware, 
Maryland, and New Jersey, by 
John Schwartzel. 


Tarcher Appointed 


J. D. Tarcher & Co., New York, 
has been appointed to handle ad- 
vertising for Max Ams, manufac- 
turer of Airline prune juice; 
Caruso Foods, for Caruso macaroni 
products; Lippincott Fine Foods, 
olive packer, all of New York, 
and Goodwin Preserving Com- 
pany, Louisville, manufacturer of 
jams and jellies. 


The Biggest Little Paper in the U. S.! 


AUFBAU 


LINEAGE 


Space buyers say, 
“AUFBAU is tops.” 


a f 1940.... 300,000 lines 

Le 1941.... 550,000 lines 

c A 1942.... 650,000 lines 

1943.... 729,212 lines 

1944.... 850,000 lines 

1945... 1,100,388 lines 
2 


For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 
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y_;Modern Industry 
- Stahh Researched Pictorial Stahl, -Whitten 


With ample format for the best in industrial journalism 
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RESEARCH... conducted 
with a very special purpose 


A STAFF-WRITTEN publication really 
enjoys its freedom—its freedom to search 
out the companies that are doing the best 
jobs in solving a management problem and, 
regardless of where they are, send its editors 
to get the facts—and the pictures! 

This means that a staff-written publica- 
tion can provide better case methods to en- 
able the reader to get more out of his 
reading time. 

For instance: Getting set for a buyer’s 
market is just one of this issue’s many staff- 
researched, staff-written articles designed for 
management men (at all levels) in this 
country’s top-ranking 31,500 manufacturing 
plants. Like all Modern Industry articles, 
it powers the reader with fresh perspective 
. .. Shows him how to prepare for the com- 
petitive selling blitz. A previous article, Are 
you headed for a sales collapse? (7/15/46 
p- 50) showed that a majority of companies 
were not prepared. 

Boiled down—there are 12 reasons why staff- 
research, staff-writing, and pictorial journalism (our 
edi-pictorial technic) make Modern Industry more 


useful to more readers. We'll be glad to send them 
to you. ; 


SELLING KNOW-HOW results from study of customer needs plus actual field efforts, rather than prescribed formula. 
Trainee Harrington gets start from Division Manager B. A. Schiller; he will then be assigned to a territory. 


ie 4 


i a : 4 . si : j j , Z 
: Y ; ; ‘ ‘ » 
a | , e 3 
Pi % Ns ae er =". ae é 4 : o ‘ 2 £ 
: : ci : * a ni ; 4 / 2 > yf ‘ ‘ wa 
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PRODUCT USES rate first place in National Oil Products | Joseph Arthur, left, watches tanning process; Stuart McCabe, 
sales-training program. These models of process equipment | center, studies textile chemicals; John Harrington, right, 
permit easy study of performance, product uses. Here Trainee |learns from miniature papermaking equipment. 


OFFICE ROUTINES in selling are ex- 
plained to Harrington so he can handle 
paper work smoothly. 


More plants... 
reaches more than 
31,500 U.S. plants 
making 89 % of manu- 
factured products. Blankets 
all industries with more than 
50,000 copies every month. 


More area per page 
’ like Texas, 
Modern Industry 
gives more space— 
40% more than usual busi- 
ness publications. Now—pre- 
sent your facts pictorially. 


More management 
™ men... largest U.S. 
©) coverage (at all influ- 
ential levels) of any 
magazine specifically edited 
for — and directed to — all 
manufacturing industries. 


More visibility ...no 
solid advertising sec- 
tions to reduce sales 
chances for your ad. 
Every ad placed next or close, 
to editoria! material. This de- 
livers the full reader traffic. 


More reliable edi- 
torial material . . . 
unbiased, objective 
staff-written articles, 
triple-checked foraccuracy be- 
fore printing, avoid the slant- 
ing of contributed material. 


More response .. . 

again and again, ads 

produce inquiries 

from 50-366% lower 
cost than same keyed ads in 
magazines with 3-20 times 
greater circulation. 


More pictorial jour- 
nalism .. . picture- 
Pe ception stories best 
liked by all readers. 
Nearly all articles use this 


interest-holding technic for 
sharper presentation. 


“, More prestige .. . in- 
fluential audience — 
backdrop of editorial 
character, pictorial 
atmosphere, impressive di- 
mensions ... the stage is dra- 
matically set for advertisers, 


Modern Industry published by Macazines OF INDUSTRY, INC. 347 Madison Ave., N. Y. 17 ADVERTISING OFFICES: NEW YORK 17: 347 MADISON AVENUE 
CHICAGO 6: 20 N. WACKER DRIVE » CLEVELAND 14: 513 UNION COMMERCE BLDG, » PHILADELPHIA 2: 220S. 16TH ST. ™ SAN FRANCISCO 4: 68 POST ST. 
ATLANTA 3: 1722 RHODES-HAVERTY BLDG, » LOS ANGELES 14; 403 W. 8TH ST. 


YOULL 


WANT THIS... 


A bang up, whole story, Winning custo- 


mers with color, is brilliantly told in 4-color 
process. A Modern Industry Check-Chart 
Quiz pops twenty questions on everyday 


consumer items that test color judgment. 


This staff-researched, staff-written article 
offers a good demonstration of the Modern 
Industry edi-pictorial technic that opens a 
management man’s eyes to open his mind. 


Attach this coupon to your letterhead or 


business card if you'd like a copy. 
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U. S. Supports 
Ex-GI's Job Suit 


Against Station 


HartTrorp—Station WELI, New 
Haven, has been charged in a gov- 
ernment-supported suit here with 
failure to restore an employe’s job 
under the so-called G.I. Bill of 
Rights. It is the first such suit in 
Connecticut supported by the U. S. 
Attorney General’s office. 

The plaintiff, Leon T. Lockwood, 
served as announcer with WELI 
for seven months prior to service 
in the Army for nearly five years. 
On return, he was rehired in De- 
cember, 1945, but was later dis- 
charged for alleged “incompetence 
in performance of duty and in- 


| subordination.” 

U. S. attorney A. W. Maher con- 
_ tends the stated reasons for dis- 
charge were “not in fact true,” 
and that the discharge occurred in 
/violation of the federal act guar- 
anteeing returning veterans a 
year’s employment in their old 
jobs. The plaintiff seeks an order 
for reinstatement and back pay. 


Plan Writers’ Magazines 


Young, amateur writers, mem- 
bers of the newly-created New 
Writing Foundation, 316 E. 61 St., 
New York, this fall will launch 
two publications, New Writing (10 
cents a copy), a monthly news- 
letter to hit the stands Sept. 21, 
and New Writing Quarterly (50 
cents), scheduled for November, 
which will print short stories and 
poems of members. The quarterly 


will carry no advertising; the 
monthly only small ads by agents, 
literary clubs, etc. Advertising 
for the publications will be limited 
to writers’ journals. Among promi- 
nent writers already contacted for 
sponsorship are Eugene O’Neill, 
Upton Sinclair and Thomas Mann. 


Gillette Renews 


Gillette Safety Razor Company 
has renewed its contract, for a 
second year, with the American 
Broadcasting Company, for spon- 
sorship of the “Cavalcade of 
Sports” broadcasts. The contract 
covers the full ABC network as 
well as 38 stations of CBC’s Do- 
minion network, and will become 
effective Sept. 6 with the airing 
of the welterweight championship 
bout between Champion Marty 
Servo and Challenger Ray Robin- 
son. 


‘Sleep-Inducing’ 
Record Faces 
Test In Court 


NEw York—Can a “sleep-induc- 
ing” phonograph record be classi- 
fied as a “device” under defini- 
tions of the Federal Food, Drug 
and Cosmetic Act? 

On the theory that it can, the 
government is hailing the DeLuxe 
Record Company, Linden, N. J., 
into federal district court in 
Brooklyn next Wednesday, and 
meantime has slapped a temporary 
embargo on 23 copies of a De- 
Luxe one-record album called 
“Time to Sleep.” The albums are 
held by Malverne Distributors, 
Brooklyn. 
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The case arose when the rec- 
ords, which have been on sale 
since April in department and rec- 
ord stores, were placed on the 
counters of several hundred drug 
stores in New Jersey. The gov- 
ernment contention is that the 
sleep record is a “device” under 
the food, drug and cosmetic act 
and, as such, is mis-branded in 
that it does not perform that func- 
tion of the body. 

Burden of proof in the court 
hearing will fail on the record’s 
creator and producer, Ralph 
Slater, a well-known hypnotist, 
who has been heard on Mutual 
network programs and has given 
Carnegie Hall demonstrations and 
for Army hospitals. 


Seeks ‘Jury of Insomniacs’ 


“T’ll ask for a jury of insom- 
niacs on whom to test the record,” 
said Mr. Slater, presently head- 
quartering at a New York hotel. 
“If it doesn’t work, I’ll eat the 
record!” The record, incidentally, 
is of the unbreakable type. 

“It is peculiar,” says a state- 
ment issued by DeLuxe, “that al- 
though the record has been on 
sale since April in all leading 
stores, and has been widely pub- 
licized and advertised in leading 
newspapers and magazines, no 
action was taken by the govern- 
ment until mounting record sales 
were reported when the record 
was placed on sale in drug stores, 
at the very same counters where 
sleeping pills were sold.” 

Jules Braun, president of De- 
Luxe, “claims that the record is 
not a food, drug, cosmetic or a 
device under the definitions of 
the federal act” and “likens the 
record to a mother’s lullabye, to 
mood musical programs heard over 
the radio . . . but with the added 
soothing voice of Ralph Slater to 
give mental sleep suggestions.” 

Asserting that it “never claimed 
the record knocks one out cold,” 
the company’s statement points out 
that the record has been offered 
with a money-back guarantee. 

However, “if by any stretch of 
the imagination” the record is 
construed as* coming under the 
federal act, DeLuxe says .it will 
contend that the product is not 
mis-branded, that “the record 
does work, is effective, and, as 
such, is properly labeled’ under 
the act. 


Colgate Substitutes 


Comedy for ‘Theater’ 

Beginning Tuesday, Sept. 3, Col- 
gate-Palmolive-Peet will sponsor 
“The Mel Blanc Show” on CBS, 
in place of the “Colgate Theater 
of Romance.” The show, heard 
from 8:30 to 8:55 p.m., will ad- 
vertise Halo shampoo and be 
handled by Sherman & Marquette, 
the same agency that handled 
“Theater.” . 

Mel Blanc, the voice of Bugs 
Bunny in the animated cartoon 
movies, is a Hollywood actor who 
has appeared on the Jack Benny 
and Burns and Allen radio shows. 
His program for C-P-P will be a 
situation comedy format. 


Gets Dinghy Account 

Ref Mfg. Company, New York, 
has named Schacter, Fain & Lent, 
New York, to direct the advertis- 
ing of its pram dinghy, “The 
Dart.’”’ Ralph Schacter is account 
executive. Boating publications 
and sports and outdoor magazines 
will be used. 


‘CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 
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MEDIA DATA IN 1946 EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 


Abernethy Publishing Co. 
Advertising Age 

Airports 

Airport Directory, The 
American Artisan 
American Aviation 
American Aviation Daily 
American Aviation Director 


American Aviation Traffic Guide 


- American Automobile (Overseas Edition) 


American Builder 

American Butter Review 

American City 

American Exporter 

American Hairdresser 

American Lumberman 

American Machinist 

American Metal Market 

American Milk Review 

American Miller and Processor 

American Restaurant Magazine 

Architectural Record 

A.S.M.E. Mechanical Catal 

Associated Business Papers, Inc. 

Associated Construction Publications 

Automovil Americano, El 

Aviation Equipment 

Aviation Equipment Red Book 

Aviation Maintenance 

Bakers Digest 

Bakers Helper 

Bakers Weekly 

Bedding 

Boating Industry 

Boating South 

Breskin Publishing Corporation 

Brewers Digest 

Brick & Clay Record 

Building Supply News 

Business Publishers International 
Corporation 

Buyers’ Guide for Engineering and In- 
dustry in the Spanish-Reading Markets 

Caminos Y Calles 

Canadian Industrial Equipment News 

Canner, The 

Case-Shepherd-Mann Publishing 
Corporation 

Catalogo de Equipo Para Caminos 

Ceramic Industry 

Chemical and Metallurgical Engineering 

Chemical Industries 

Chemical Preview 


Chicago Journal of Commerce 
Chilton Publications 

Civil Engineering 

Cleaning and Laundry World 
Coal Age 

Coal-Heat 

Commercial America 
Communications 

Composite Catalo; 
Conover-Mast Publications 
Constructioneer 

Construction Digest 
Construction News 
Contractors and Engineers Monthly 
Cotton 

Dairy Industries Catalog 
Dealer News 

Diesel Power 

Distribution Age 

Dixie Contractor 


Gillette Publishing Company 

Gulf Publishing Company 

Haire Publishing Co. 

Hardware Age . 

Heating, Piping & Air Conditioning 
Heating & Ventilatin 

Hide and Leather and Shoes 
Hitchcock Publishing Co. 
Hitchcock’s Export Sales Catalogs 
Hospital Management 

Hotel Monthly 

Ice Cream Review, The 

Illinois Beverage Journal 
Implement and Tractor 
Improvement Bulletin 

Industrial Bulletin 

Industrial Equipment News 
Industrial Finishing 

Industrial Heating 

Industrial Marketing 


Distribution and Warehousing Directory Industrial Plastics 


Dodge Corporation, F. W. 
Domestic Engineering 


Industrial Publications, Inc. 
Industry and Power 


Domestic Engineering Catalog Directory Ingenieria Internacional 


Dun’s Review 

Electric Light and Power 
Electrical Buyers Reference 
Electrical Contracting 
Electrical Dealer 

Electrical Equipment 
Electrical Manufacturing 
Electrical South 

Electrical West 

Electrical World 

Electricity on the Farm 
Electronics 

El Exportador Americano 
El Taller Mecanico Moderno 
Engineering and Mining Journal 
Factory Management and Maintenance 
Farmaceutico, El 

Farm Implement News 
Fire Engineering 

Fleet Owner 

Food Industries 

Food Packer, The 

Food Preview 

Foundry, The 

Fritz Publications 

Furniture Age 

Gardner Publications, Inc. 


Ingenieria Sanitaria 

Inland Printer 

Institutions 

Instrument Maker 

Instruments 

I. R, E. Yearbook 

Keeney Publishing Company 

Log, The 

Machine Design 

Machinery 

Machine Tool Blue Book 

MacRae’s Blue Book 

Manufacturing Confectioner 

Manufacturers Record 

Marine Catalog and Buyers Reference 

Marine Engineering and Shipping 
Review 

Marine Equipment 

Mass Transportation 

Materials and Methods 

McGraw-Hill Publishing Company 

Meat Packers Guide 

Mechanical Engineering 

Mechanization 

Mechannual 

Metal Finishing 

Metal Working Equipment 

Michigan Contractor & Builder 


Mid-West Contractor 

Milk Dealer, The 

Milk Plant Monthly 

Mill & Factory 

Mill Supplies 

Mississippi Valley Contractor 

Modern Industry 

Modern Machine Shop 

Modern Packaging 

Modern Plastics 

Modern Railroads 

Modern Theatre, The 

Motorship 

Municipal Index and Atlas 

National Bottlers’ Gazette 

National Butter and Cheese Journal 

National Jeweler 

National Provisioner 

Nation’s Schools, The 

New England Construction 

New Equipment Digest 

New South Baker 

Oficina Mechanica Moderna 

Oil Weekly 

Olsen Publishing Company 

Overseas Buyers’ Guide for Automotive 
Distributors 

Packaging Parade 

Paper and Pulp Mill Catalogue 

Paper Industry and Paper World 

Penton Publishing Company 

Petroleum Engineer 

Petroleum Refiner 

Pit & Quarry 

Pit & Quarry Handbook 

Plant Purchasing Directory 

Plastics World 

Plumbing & Heating Journal 

Power Plant Engineering 

Powers’ Road and Street Catalog 

Practical Builder 

Proceedings of I.R.E. 

Product Engineering 

Production Engineering & Management 

Products Finishing 

Publishers’ Auxiliary, The 

Purchasing 

Putman Publishing Co, 

Railway Age 

Railway Engineering and Maintenance 

Railway Mechanical Engineer 

Railway Purchases and Stores 

Railway Signaling 


Railway Supply News 

Refinery Catalog 

Revista Industrial 

Roads and Streets 

Rock Products 

School Equipment News 

School Executive, The _ 

Screw Machine Engineering 

Sewage Works Engineering 

Sheet Metal Worker 

Simmons-Boardman Publishing 
Corporation 

Smith Publications, W. R. C. 

Snips Magazine 

Southern Automotive Journal 

Southern Fisherman 

Southern Hardware 

Southern Laundry and Cleaner 

Southern Machinery and Metals 

Southern Marine Review 

Southern Power and Industry 

Southern Pulp and Paper Journal 

ie saa Builder & Contractor 
tee 


‘Steel Processing 


Surplus Record 

Sweet’s File, Architectural and 
Sweet’s File for Builders 

Sweet’s File, Engineering 

Sweet’s File for the Mechanical 
Industries 

Sweet’s File for Power Plants 

Sweet's File for the Process Industries 

Sweet’s File for Product Designers 

Telephone Engineer 

Telephony 

Texas Contractor 

Thomas Publishing Company 

Thomas’ Register of American 
Manufacturers 

Tool and Die Journal 

Traffic World 

Water and Sewage Works 

Water Works Engineering 

Welding Encyclopedia 

Welding Engineer 

Western Builder 

Western Newspaper Union 

Wood Preducts 

Woodworking Digest 

Work Boat 

Yachting 
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Pen Makers, Led 
by Eversharp, Get 
Ready for Crisis 


(Continued from Page 1) 


Parker Pen Company and W. A. 
Sheaffer Pen Company alone this 
year will spend more than $9,000,- 
000—as much as the whole indus- 
try spent last year. Total for the 
industry should top $13,000,000 in 
1946. 

Besides the three dollar-volume 
leaders, important companies in 
the field include L. E. Waterman 
Company, considered one of the 
Big Four; David Kahn, Inc., which 
makes the most units of all; Rey- 
nolds International Pen Company, 
the celebrated catalyst for the in- 
dustry; and several oldtimers like 
Eagle Pencil Company, Eberhard 
Faber Pencil Company and Conk- 
lin Pen Company, which have en- 


, tered the ball pen field. Water- 
|/man will make one later. 

| Output of conventional fountain 
/'pens has about reached prewar 
levels. For most pen makers, the 
| Christmas season will bring an end 
to the sellers’ market. But each 
‘company faces its own problem, 
|has its own unique position. 


Eversharp Hits Jackpot 


Eversharp will sell $50,000,000 
of pens, pencils and razors this 
year. This compares with $30,- 
000,000 in 1945. It will spend $4,- 
800,000 for advertising. Last year 
it spent about $3,000,000. Pretty 
soon, too, its plant capacity will 
be doubled. It has formed a new 
research division, looking to pro- 
duction of new precision instru- 
ments of one kind or another, 

Eversharp’s record is all the 
more remarkable for the fact that 
the company incorporated only 
six years ago this summer. It took 
over from Wahl Pen Company in 
July, 1940. Wahl had compara- 
tively few U. S. and foreign deal- 
| ers; it did a $1,200,000 volume in 
pens. In its first six months, 


} 
' 


Eversharp increased the number 
of outlets to 4,000 and upped sales 
to $6,000,000. 

Now Eversharp boasts 30,000 
dealers. It has 58 foreign dis- 
tributors, to which it will move 
about $5,000,000 of merchandise 
this year. Eversharp’s gain cuts in 
on Parker’s long-time domination 
of the export market. The U. S., 
incidentally, dominates the world 
picture in the pen business as 
Switzerland does. in watch mak- 
ing. 


Big Newspaper Drive Coming 


Eversharp’s rapid ascendency to 
top position in the industry comes 
in large part from its rather un- 
inhibited attitude toward the pro- 
motion budget. Ralph Bard, chair- 
man of the board, and wartime 
Secretary of the Navy, asserts that 
Eversharp “lost $350,000 the first 
year when advertising expendi- 
tures were high.” It spent $700,- 
000 for advertising that year. This 
year, for the $15 CA Repeater ball 
pen alone, it has used full-page 
newspaper ads in eight cities, half 
a dozen national magazines, radio 


'their earnings. 


time and much dealer aid ma- 
terial. 

Next month the company will 
introduce its $25 CA Repeater Re- 
tractable with a special $300,000 
campaign calling for full and half- 
page ads in newspapers in all 
major markets. This will be in 
addition to other regular promo- 
tion, including its radio programs 
—Phil Baker’s “Take It or Leave 
It” and Ann Sothern’s ‘“Maizie” 
on CBS. The Biow Company, New 
York, handles the account. 

Much credit for the expansion 
goes to the sales force, also. Larry 
Robbins, senior vice-president, 
boasts that the 107-man_ sales 
force is the best paid in the world, 
in any industry. That figure cov- 
ers the pen and pencil sales staff 
alone. In addition, 40 men sell 
the Schick Injector razors and 35 
or 45 more will be added later. 


Get Commissions Only 


Mr. Robbins staunchly believes 
in getting the best salesmen and 
not “strapping” them. There are 
no company strings attached to 
Mr. Robbins in- 


to Paris. Planes of the French National Airlines 


Air France, our new client, recently 


began regular flights from New York 


depart every Tuesday and Friday for the 


19-hour hop—and oftener, soon hereafter. 


Air France serves 51 cities on five continents— 


flying a total of 100,000 route miles. Over-all 


arrangements and little on-the-way attentions are 


deft, done with savoir-faire. Aloft, it’s Paris anywhere. 


Advertising is in the French manner, also. 
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sists that the straight-commission 
policy for the salesmen has got 
the best from the staff. At the 
same time, tabs are kept on sales 
potentials by territories. Heads 
fall when salesmen’s sales (and 
commissions) fall too far below 
par. 

There is another reason for the 
company’s recent gains. Only 
Eversharp among the top produc- 
ers turned out many pens during 
wartime. It engaged but slightly 
in war work except to sell pens to 
the government. During the war, 
many more Eversharp than Sheaf- 
fer, Parker or Waterman fountain 
pens were available to civilians. 

This year’s Eversharp figures 
cover the new razor business, ac- 
quired last spring from Magazine 
Repeating Razor Company. Ever- 
sharp sold 7,000,000 of the $1.25 
razors in 42 days after the kick-off 
last March. The Schick business 
may account for $10,000,000 of 
Eversharp’s $50,000,000 sales this 
year. Schick advertising will 
total $1,600,000 in 1946. A gold- 
filled Shick Injector will be in- 
troduced this fall. 


Sheaffer Heavy in War Work 


For Sheaffer, in contrast, pen 
pfoduction dropped tremendously 
during the war. In first position 
in dollar volume before the war, 
it now probably ranks below both 
Eversharp and Parker. 

For Craig Sheaffer, president, 
the war meant going all-out to 
help the military forces. His men 
and his Fort Madison plant, he 
knew, could turn out high-pre- 
cision war goods. He went after 
as much of it as he could get, and 
Sheaffer did a larger amount of 
war work than any other in the 
industry. The chief wartime prod- 
uct of Sheaffer was the Audo- 
Tune, a transmission control per- 
mitting ships to contact planes 
without giving away their posi- 
tions to the enemy. 

Not till after V-J Day did 
Sheaffer stop making war ma- 
teriel or begin to reconvert to 
making pens and automatic pen- 
cils. Meantime, it had lost its com- 
petitive position. Profits last year 
were disappointing. On top of 
that, it ran into trouble with the 
government over its institutional 
advertising during the war. The 
government asked for a $800,000 
refund as a disallowance of the 
bulk of Sheaffer’s 1945 ad ex- 
penditures. The case has not been 
settled. 


Ready with Ball Pen 


Despite this unkindest cut of all, 
Mr. Sheaffer made no complaint 
to stockholders in his annual re- 
port last spring. The satisfaction, 
he wrote, of playing an important 
part in the victory far outweighed 
momentary competitive setbacks. 

Company officials evince no 
doubt that the setbacks are mo- 
mentary. Output of Triumph 
pens, Lifeline pencils, leads and 
Skrip “writing fluid” are already 
higher than ever. In October 
Sheaffer will introduce its own 
ball pen—the smartly designed 
Stratowriter, for which it claims 
to have a “terrific” number of 
orders. The new pen has a re- 
tractable point; makes a dark line 
without undue pressure; is gold 
filled, and, at $15 including lux- 
ury tax, will undersell Eversharp’s 
CA Repeater—$18 including tax. 
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The Stratowriter ad drive will 
begin in October. Output has just 
now gotten under way and will 
permit full national distribution 
by November. Four-color page ads 
will appear in Collier’s, Liberty 
and This Week Magazine. The 
drive will be stepped up next 
spring. W. W. Garrison & Co., 
Chicago, handles publications ad- 
vertising, and Russel M. Seeds 
Company, Chicago, handles ad- 
vertising in radio. 


Spends Over $2,000,000 


Meanwhile, Sheaffer spokesmen 
say they have a huge backlog of 
demand for their conventional 
‘pens and automatic pencils. Re- 
conversion and added improved 
facilities will be felt this winter. 
The Lifeline pencils are by far 
the biggest seller in the field. 
Sheaffer people say the buyer’s 
market is still a long way off for 
the pens. 

For its products, including Skrip 
in the “topwell” bottle, ads are 
running in 65 consumer maga- 
zines, and comics and rotogravure 
will be used this fall in news- 
papers in 78 markets. The “Sheaf- 
fer Parade” show, heard from 3- 
3:30 p.m., EST, Sundays on NBC, 
will continue. Sheaffer’s total ad 
budget was about $2,000,000 in 
1945 and is running over that this 
year. Production and promotion 
of the Wasp Clipper pen, a 
cheaper line previously sold 
through wholesalers, has not yet 
been resumed. 

Sheaffer’s sales staff includes 
100 salesmen handling the pens, 
which sell direct to about 25,000 
dealers, and a smaller force at- 
tached to its Fineline and chain 
store division, which handles sales 
of Skrip, pencils and leads at 
wholesale. Sheaffer does not re- 
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port its sales volume, estimated as 
possibly $30,000,000 this year. 
Sales totaled $15,500,000 in ’45. 


Parker ‘51’ Demand Heavy 

Like Sheaffer, Parker Pen Com- 
pany engaged heavily in war 
work, and Parker has come back 
to near-capacity production of its 
quality line of “51” and Vacu- 
matic fountain pens and automatic 
pencils. Its officials put the buy- 
er’s market far ahead into 1947, 
so far as the “51” may be affected. 

Parker this year will spend 
about $2,000,000 in radio, news- 
papers and magazines, and another 
quarter-million or more in dealer 
aids. Like its chief competitors, 
Parker kept up its advertising 
throughout the war when it had 
next to nothing to offer civilians. 
The budget this year is close to 


that of 45. J. Walter Thompson 
Company handles the account. 

Parker’s sales in 1941 totaled 
about $10,000,000, slightly ahead 
of Sheaffer and more than double 
Eversharp’s sales. Last year its 
war and peacetime sales totaled 
$27,000,000. This year its sales 
should be well over $30,000,000. 
Parker, however, does not publish 
its gross sales figures. 


Has 80 Salesmen 


Parker occupies a unique posi- 
tion in its field, as it has for dec- 
ades. It has used magazines 
every month since the turn of the 
century. It was first (in 1921) to 
bring out a high priced pen—the 
$7 Duofold. It was the first heavy 
advertiser in the field. It de- 
veloped its Vacumatic in 1933, its 
Parker “51” in 1939. 


The latter, incidentally, was de- 
veloped to meet a need for a pen 
that could retain the special quick- 
drying ink which the company’s 
research laboratory had worked 
out earlier. Parker pens are all 
quality pens, retailing from $12.50 
up. It sells these direct to deal- 
ers, using an 80-man sales force. 
Parker has no intention of bring- 
ing out a ball pen soon. 

Parker this year is continuing 
its long-range advertising pro- 
gram, using four-color ads in a 
long list of magazines. The ads 
have long featured the pens held 


in the hand, and this fall the 
theme will continue with the 
variation that the “World’s Most 
Wanted Pen” will be shown in the 
hands of famous artists. Parker 
continues to sponsor news broad- 
casts, largely for Quink, by Ned 
Calmer, heard at 8:55-9 p.m., EST, 
Saturday and Sunday, over CBS. 


Eagle Promotes Pen 


Meanwhile, other companies, 
some of which make fountain 
pens, continue to make news by 
bringing out new ball pens. Eagle 
Pencil Company, New York, just 
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announced one called the Orbic 
(last spring Eagle said it would 
introduce a Rolon ball pen). 

It retails for $10, free of luxury 


tax. Fall deliveries are promised | 
Eagle will start a maga-| 


dealers. 
zine campaign for the Orbic in 
September issues of Collier’s, The 
Saturday Evening Post and Time. 
The pen will be announced in 
large-space newspaper copy, pos- 
sibly paid for on a cooperative 


basis, and it may have much local | 


advertising to back the national 
copy. Albert Frank-Guenther Law, 
New York, is the agency. 
Conklin Pen Company, Chicago, 
long in the pen field, has an- 
nounced its own ball pen (AA, 
July 22). This pen embodies an 
entirely different principle, per- 
mitting, among other things, use 


company will reveal details of 
| the pen, and the promotion plans, 
'within a few days. Ward & Fut- 
'terman here is the agency. 


Buchsbaum Has Pen 


Similarly, no advertising plans 
have been revealed yet by S. 
Buchsbaum Company here for its 
Style King Magic Flow, a $12.50 
aluminum ball pen first sold by 
Sears, Roebuck & Co.’s State St. 
department store last spring. 
| Buchsbaum guarantees a five-year 
| supply of ink in its pen, the long- 
/est guarantee by any ball pen 
maker. Advertising by Buchs- 
baum, primarily a manufacturer 
of men’s and women’s accessories, 
is handled through Irving J. 
Rosenbloom Advertising Agency 
here. 


pensive Wearever fountain pens 
have long outsold any other brand, 
may bring out an inexpensive ball 
pen soon. Officials of the com- 
pany told AA they would “neither 
confirm nor deny the report” that 
the company will enter this field. 
E. T. Howard Company, New 
York, handles the Kahn account, 
which includes large-space color 
insertions in The American 
Weekly, Collier’s, Cosmopolitan, 
Liberty, Life, Newsweek, Parade, 
Parent’s Magazine and The Satur- 
day Evening Post. 


Reynolds Readies Cheaper Pen 


Reynolds, which has already 
sold millions of its original, rather 
simple and frequently criticized 
ball pens and the newer Reynolds 
“400,” is selling a much cheaper 


Packet, sells for $5.85 at retail, 
although it sells at $3 or less in 
large quantities. An advertising 
drive will develop for the Packet 
this fall, at which time the price 
will be $3.95, it is said. 

The Packet comes equipped with 
a red, celluloid cup which users 
are instructed to attach to the 
top of the aluminum pen and blow 
into to help make the ink flow. 
MacFarland, Aveyard & Co., han- 
dles the account. 

That ball pens could be sold for 
less than Reynolds and others have 
sold them has been rumored in 
the trade for months. From state- 
ments of high earnings by Rey- 
nolds as early as last winter (AA, 
March 11), it became clear that 
its $12.50 pen did not cost much 
more than $3 to make, if that. 


of the pen at any angle. The 


David Kahn, Inc., whose inex- 


ball pen now. 


This pen, the 


Even many gold-filled pens cost 


“Weve GOT MORE ORDERS than we can fill, and can’t get 
raw materials. So why advertise?” 

Every ad manager has heard that argument before. Now 
it’s up again. : 

Too often when management wants to cut costs it seems 
to instinctively turn to advertising. It’s an effortless way to 
retrench. You cancel a few schedules, save a few dollars and 
nothing appears to happen. At least not for a while. 

When you turn off a faucet the water stops running. 
When you “turn off” advertising, nothing seems to happen, 
and some people labor under the fallacy that nothing 
actually does happen. 

But the orders that keep your business alive come as a 
result of advertising and selling. Advertising and selling 
not only create orders, they protect them against direct and 
indirect competition. Just let somebody come along with a 
good substitute for your product, with quick delivery, and 
your back-log of orders won’t last long. 

Advertising is not a machine you can start and stop as 
production is needed. Advertising must be continuous. It is 
a long-range effort. It gathers momentum as it goes on and 
it is soon forgotten when it is stopped. 

But management too often confuses advertising’s job. It 


makes one problem out of two. In a desperate effort to 
solve the difficulties arising from “short term” problems, 
such as strikes, material and personnel shortages, etc., it 
inadvertently forgets that the long range objective of any 
company is the creation and protection of orders. That is 
advertising’s No. 1 job and the stuff that dividends are 
made of. 

If you would like a couple of case histories of what 
happened to some companies that discontinued advertising 
because they were “oversold,” or if you want copies of this 
ad to send to others in your organization, drop a note to 
ABP headquarters and we will send them to you. 


THE ASSOCIATED 
BUSINESS PAPERS 
205 E. 42nd St., New York 17, N. Y. 


A national association of business publications devoted to increasing their 
usefulness to their subscribers and helping advertisers get a bigger return 
on their investment. 
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less than $9 to make, for the deal- 
ers get the customary 40%-and- 
more discount on ball pens that 
they get on fountain pens. As is 
well known, pen makers spend a 
high proportion of their income 
on sales promotion and advertis- 
ing. Some believe that, with mass 
production, ball pens could be 
made for under $1 apiece. 


New Suit Filed 


It is still too soon, however, to 
say whether some new pens will 
be sold for less than $3 each. It 
is too soon, in fact, to know 
whether Eversharp and Eberhard 
Faber Pencil Company, which paid 
$300,000 and $200,000, respectively, 
for the U. S. rights to market the 
original Biro ball pen, will even- 
tually force some of their com- 
petitors out of the field through 
court action. 

A week ago Eversharp and 
Faber—whose new pen is said to 
be manufactured in large part by 
Eversharp — filed another suit to 
protect their license to make and 
sell the Biro pen. They have sued 
R. A. Macy & Co. and Firestone 
Pen Corporation for alleged in- 
fringement of Eversharp and Fa- 
ber rights acquired in 1945 from 
Eterpen, S. A. The latter is joined 
as a plaintiff, as it was in earlier, 
in still-undecided suits against 
Reynolds and against Ball Pen 
Company of California, maker of 
the $9.98 Blythe ball pen (AA, 
July 22). 

Meanwhile, Eversharp’s “CA” 
Repeater, particularly, and some 
other ball pens are selling quite 
strongly. Some department stores 
told AA they sell far more ball 
pens now than conventional pens. 


Discuss Competition 


Opinions differ among the man- 
ufacturers as to the competition 
between the ball pens and foun- 
tain pens. Mr. Robbins of Ever- 
sharp told AA he believes the two 
types of Eversharp pens do not 
compete with each other; that in- 
troduction of the ball pen will 
rather boost the Eversharp sales 
total and will have a competitive 
effect only as it helps Eversharp 
compete with other pen makers. 

Mr. Sheaffer informed AA that 
“to say that any kind of a new 
type of writing instrument will 
not affect the sales of the other 
kind, would be wrong.” 

He points out that the ball pens 
have some advantages over con- 
ventional pens. Lack of flexibility 
in the product is considered tire- 
some by some people but not so 
by others. “Since we are going to 
be in the position of delivering 
both types of products to the trade 
and public,’ he asserts, ‘“‘we have 
tried not to fool ourselves in any 
way,” adding that the competitive 
problem as between the two types 
received long study before de- 
cision was made to enter the mar- 
ket, 


Weber-Thomson Formed 


Carl L. Thomson, formerly an 
advertising manager and art di- 
rector with National-Simplex- 
Bludworth, Inc., and recently dis- 
charged from the armed forces, 
and Arthur H. Weber, formerly 
with Bell Laboratories, have 
formed Weber-Thomson Asso- 
ciates, an art and advertising 
service, at 251 W. 57th St., New 
York. 
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In California's great 
Inland Market where 

The Sacramento Bee, 

The Modesto Bee and 
The Fresno Bee dominate, 
RETAIL SALES NOW 
EXCEED ONE BILLION 
DOLLARS* 


(Effective Buying Income is 


: nearly Two Billion*) 


THE SACRAMENTO BEE is 
HOME DELIVERED to 94 out of 
every 100 families in the ABC 
city zone. 
THE MODESTO BEE offers 
91% coverage in ABC city zone; 
57% of trading areo. 
E FRE O BEE with largest 
circulation between San Francisco 
and Los Angeles, gives 90% 
coverage in the ABC city zone. 
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A. fenced off market with an Effective Buying Income of nearly 
“. two billion, Retail Sales of more than a billion* AND A DAILY 
NEWSPAPER TRIO THAT TAPS THE BULK OF THIS BUYING POWER. 


The market is California’s Billion Dollar Valley of the Bees, the 
500-mile inland basin isolated from the influence of outside media. 
The newspapers are the three LOCAL McClatchy papers — The 
Sacramento Bee, The Modesto Bee and The Fresno Bee. Up and 
down the Valley, where EBI tops Oregon’s total, the three Bees are 
the daily buy-word—dominating in an area containing three-fourths 
of the population, EBI and Retail Sales. No other combination of 
papers even comes close to that coverage. 


THE SACRAMENTO BEE - THE MODESTO BEE - THE FRESNO BEE 


AC fh Ken ICW/CDADERC 
M°CLATCHY;" 2» NEWSPAPERS 
National sepenenelee . O/MARA & ORMSBEE, INC. 


New York . Los Angeles . Detroit . Chicago . San Francisco 
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Enlightened Labor Relations 


We have read and reread the 
correspondence of Paul G. Hoff- 
man, president of the Studebaker 
Corporation, with Walter P. Reu- 
ther, president of UAW-CIO, in 
connection with the “production 
conference” which Mr. Reuther 
suggested for the automobile in- | 
dustry a few weeks ago. It is our) 
belief that the manner in which | 
Studebaker handled its part of the | 
negotiations comes close to being | 
a model in labor relations and) 
public relations: 

Most of the automobile manu-_ 
facturers turned down Mr. Reu-| 
ther’s suggestion for a conference. | 
Studebaker accepted the invita- | 
tion. In accepting the invitation, | 
in making its own stand clear, and | 
in subsequently giving publicity | 
to the subject, we believe that 
Studebaker and Mr. Hoffman con-| 
tributed substantially to possible 
labor - management cooperation 
without in any way weakening 
their own case or practicing in- 
dustrial appeasement. 

With the best spirit in the) 
world, without rancor, name-call- | 
ing or the writing of a patriotic | 
speech, Mr. Hoffman told Mr.| 
Reuther of the problems of a busi- | 
ness which has been almost en-| 
tirely free from labor strife itself, 
but which has been prevented 


from operating at anything re-| 


Capitalizing Trade 


Recently, counsel for Coca-Cola 
Company took ADVERTISING AGE to 
task in a friendly way because | 
“Coke” was used several times in | 
a story without being capitalized. | 
“The point is,” said John A. Gos- | 
nell, assistant counsel for the com-| 
pany, “that unless trademarks are 
properly recognized typographic-| 
ally, it might be argued that such | 
misuses, however innocent, indi- 
cate loss of distinctiveness; there-| 
fore the cumulative effect of such | 
treatment could be very harmful.” 

The situation has arisen numer- 
ous times, and presumably will 
continue to arise. ADVERTISING AGE 
is, of course, more conscious than 
most publications of the impor-| 
tance of capitalizing trademarks, 
but even with this consciousness 
trademarks are occasionally re- 
ferred to in a way which causes | 
mild shudders of apprehension on 
the part of various legal counsel. 
In fact, it has often seemed to us 
that Mr. Gosnell and hundreds of 
his opposite numbers in various 
other companies must indeed find 
it a full-time job to remind news- 
papers, magazines and other peri-| 
odicals of the necessity for always 


| what happened to Studebaker pro- | 


each trademark owner must take | year job, and he left prison with- 
whatever practical steps he can to| out a cent in his pockets. The 
prevent his trademark from being Money he had earned with his di-| 


| 
| 
| 
| 


sembling a satisfactory level be- | 
cause of strikes in its supplying | 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2680. What’s Ahead for Glass 
in the Canning Industry? 


The Canner has issued this 
folder about the market for glass 
packing in the canning market. It 
includes a state-by-state table of 
the publication’s coverage in com- 
panies which pack in glass. 


No. 2681. What’s Coming in Fab- 
rics? Planning Your Interior 
Displays. What Selling Aids 
| Are Stores Asking For? 

| These are new studies issued by 
|Home Furnishings, published by 


plants. 

“We want to take fullest ad- 
vantage” of the suggestion of a 
conference, Mr. Hoffman told the 
UAW head. “Our pressing need 
is for quick action on particular 
problems of Studebaker. As of! Story Retold ; 
today for third time since July 1 In Henry Hoke’s new _ book, 
our passenger car production is | ‘Dogs That Climb Trees,” he tells 
stopped as result of supplier’s | one of advertising’s fascinating 
strike.” stories, the story of Louis Victor 

In a lengthy letter the next day | Eytinge. : : 
Mr. Hoffman detailed Studebaker’s| . PYtinge had been a wild, high- 

: 4 . |Strung boy in Ohio. At 18, he 
strike problems which resulted in 

: began to forge checks. In des- 
actual production of 43,000 cars peration, after a succession of 
and trucks from October through 


, petty crimes, his family packed 
June, as against scheduled produc-| him off to Arizona, to recuperate 
tion of 134,500 units. He did not 


from incipient tuberculosis if pos- 
duck the issue. He told exactly! sible, but in any case to bother 
them no more. 
duction, and accompanied his let-| In Arizona, Eytinge was in- 
ter with a five-page chronology | volved in a murder, and was sen- 


—_—« 


of supplier strikes and slow-downs tenced to life imprisonment, the | 
: Soi jury saving him from the noose | 
since V-J Day. He recited facts | : 
; d : _ because doctors gave him only one | 
in a document of extraordinary | more month to live. In the “lung-| 
strength which cannot help but _ers ward” of the state penitentiary, 
make Studebaker’s problems crys-| Eytinge suffered. He and the 17) 
tal-clear without offending any- other tubercular inmates needed 
one. ‘fresh milk and eggs, and they 

It seems to us that this kind of needed the screen repaired, be- 
factual, calm, reasoned approach | Cause mosquitoes bothered them 
to labor situations has within it | CO™Stantly. In desperation, Eytinge 


‘ _. contacted curio dealers, who 

a panccsoon p Recsenrtyp anes or _agreed to sell the horsehair trink- | 
_ pena Snoutea exchange Of! ets made by the inmates. With | 
blood-curdling accusations. this money new screens, milk and | 


eggs were bought. 


Names and Marks _{e prison authorities re-| 


ite age sie ricted prisoners to two letters. 
capitalizing “Coke” and similar per week. Eytinge learned the| 
words. | 


secret of direct mail the hard way | 
The problem of keeping all —he learned to write letters that) 
written references to trademarks! sold. He couldn’t afford bad let-| 
and trade names in line with the| ters. 
strict requirements of law seems|_ The diet and screens cured | 
to us an almost impossible one, | Eytinge, but his drive continued. | 
and one which places an unfair | The money went for hospital, the- | 


burden on the owner of the trade- ater and work projects. He has} 


i ‘always denied any part in the| 
mark to regulate the actions of murder, and in 1922, the Governor | 


thousands of persons and organ- of Arizona pardoned Eytinge, and | 
izations over which the trademark /he was free after 16 years. 
owner has no power. Obviously, He left prison for a $10,000-a-| 


The | 


‘rect mail campaign, as editor of | 
|Postage (which he ran from his| 
|cell), and from the many articles | 


/he had written, had been spent on | 


used widely in any generic sense, 
but we believe that no trademark 
owner should be expected to ac- 


complish the impossible. projects for the prisoners. | 

Trademarks are property, and) Well, on the outside, Eytinge | 
ought to be subject to the usual| was different. He could still bat| 
laws of property. Title to physical | out the sweetest letters in the di- | 
property in a warehouse does not | rect mail business, but he couldn’t | 
legally pass into the public do-| keep his private life straightened | 
main simply because the owner | Out. In Pittsburgh he left a trail| 


| . 
does not maintain a 24-hour armed|°f Worthless checks, and was| 


d ov th h Ana tossed into jail. 
Be nn ‘other direct mail men got together 
the maintenance of property rights | ang got him out on parole. 
in trademarks ought also to apply | Eytinge was despondent. He ad- 


without the necessity for extra-| mitted he had written to the war- 


‘ordinary and unusual precautions. | den of Arizona’s penitentiary, ask- 


institute published a booklet about | 


Haire Publishing Company. The 
first answers questions on de- 
velopments in familiar fabrics as 
well as new ones, and covers 
types, characteristics, production 
techniques, brand names, produc- 
;ers and uses. The second is a 
study of new techniques for store 
display, and the third is a survey 
among dealers on the kind of ad- 
vertising cooperation — dealer 
helps, display material, and sales- 
training programs—expected from 
manufacturers. 


ing to be readmitted. 

But he didn’t go back. He re- 
paid the people who had been 
bilked by his worthless checks, 
and he worked for twelve more 
years — sporadically — unpre- 


dictably. Never quite with the 
determination, drive and ability 
that was his as a convict. He died 
in April, 1939, in Kane, Pa. | 


IPR | 

The field of public relations is, 
many a practitioner says, only in 
its infancy. One of its oldest and 
most solid outfits is the Institute 
of Public Relations. Since its 
founding in 1935, by John W. Darr 
and the late Bernard Lichtenberg, 
IPR has bulked large in the pub- | 
lic relations picture. Recently the | No. 


No. 2682. 11th Annual Grit Reader 
Survey, 


Brand preferences of its readers, 
and plans for purchases of various 
household appliances is shown in 
this survey, Grit’s 11th annual 
study. Buying habits and brand 
preferences among the _ publica- 
tion’s small town reader families 
are tabulated in the 116-page, 
spiral bound book. 


2669. Sales of Liquor and 
Wine in Pennsylvania. 


itself, about the men who run it, The Pittsburgh Post-Gazette has 
and about what it thinks consti-| issued this booklet, which shows 
tutes the public relations job. | dollar volume of case sales, by 

Mr. Darr has been in public re-| types, in Pennsylvania in 1945; 
lations for 25 years, and his vice-| sales of 20 leading vendors, with 
president, David Hinshaw, was a’ comparative figures for 1944; a 
personal assistant to Herbert comparative picture of sales in 
Hoover, and has been active in| the western and eastern parts of 
Republican circles since 1916. The the state, and newspaper cover- 
booklet presents the staff, with age of cities and towns having 
photographs and brief biographies, specific sales volumes. 
and some of them are interesting, 
because they illustrate the spread No. 2664. The Next Move. 
of IPR: Rion Bercovici, son of This brochure, issued by the 
Karl Bercovici, and former man-)| Corpus Christi Caller-Times, pre- 
aging editor of The American ‘sents a pictorial report on Corpus 
Press; Eddie Dooley, former di-| Christi and its trade area, and 
rector of public information for | plans and prospects for its future. 
General Foods, and a sports writer [n a section titled “A Newspaper 
of note; David Camelon, a former! Moves,” the brochure describes 
Hearst Washington correspondent; | the Caller-Times’ mechanism, civic 
Albert E. Haase, former managing | activities, etc. 
director of the Association of Na-| 
tional Advertisers; William Kostka, | No. 2642. Going Places. 
former managing editor of — This, the first of a new series of 
Benjamin N. Lesk, formerly an) folders issued by Kimberly-Clark 
executive vice-president of A. M.| Corporation, reproduces the art- 
Lamport & Co., investment bank- work of several prominent travel 
ing company, and Frederick H.| advertisers, showing the printa- 
Hurdman Jr., an artist of note.' bility of Trufect Levelcoat paper 
These are only some of the staff,| for fine color work. A state-by- 
but the varied background is|state list of K-C distributors is 
worth noting. included. 

There was a time, of course, 
when public relations companies 
operated in an atmosphere of 
secrecy, and some of the outfits 
still cling to the mask-and-cloak 
technique. Nowadays, many of; Coverage of the daily and Sun- 
them publish their lists of clients,|day editions of the Des Moines 
and speak frankly about the prob-| Register and Tribune is shown in 
lems those clients face and how |this folder by means of color 


No. 2654. Complete Market Infor- 
mation About Iowa and the 
Des Moines Register and Trib- 
une, 


Henry Hoke and those problems are to be solved. | maps, which are accompanied by 


The inner operations of the public|a table of detailed market infor- 
relations outfits are still rather | mation. Population; retail, food 
hushed, and it seems wise for) and drug sales; farm income and 
others to speak out as clearly as|}home and car ownership are 


the Institute has in this brochure. |shown, among other data. 
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Nickel Airmail 
Promised Hefty 


Promotion Drive 


Airlines and Trade 
Group to Advertise 
New Low Rate 


WASHINGTON—Air carriers and 
the Air Transport Association will 
support the Post Office Depart- 
ment with strong publicity and 
advertising for the new five-cent 
airmail rate which is to become 
effective Oct. 1. 

Appearing before the Senate 
post office committee, former 
Congressman Robert Ramspeck, 
now ATA executive vice-president, 
outlined a promotion plan which 
includes large-scale magazine and 
newspaper advertising as well as 
direct promotion by airline sales 
representatives. Details of the 
drive are still being developed, 
but ATA has set aside $100,000 
as a starter. Erwin, Wasey & Co., 
New York, is ATA’s agency. 

Now awaiting White House ap- 
proval, the rate bill is considered 
by air carriers as a big step 
toward their goal of “all first 
class mail by air.’ Post Office 
Department witnesses have esti- 
mated it will double or triple the 


air mail load, reversing the slump 
that set in when the rate went) 
to eight cents as a wartime reve-| 
nue measure. | 


Sees Doubled Traffic 


“There is a psychology about a 
nickel that people don’t mind 
spending a nickel,’ beamed Mr. 
Ramspeck, citing the success of 
Coca-Cola, “which has built a 
great industry on a nickel.” Re- 
ferring to 5 and 10 cent stores, and 
prewar low-priced autos, he said 
“by widening the market they 
reached people who otherwise 
were not available and that is 
what we can do with five-cent | 
airmail.” 

Deputy Second Assistant Post- 
master General Roy Martin said 
that the five-cent rate has such 
appeal that he expected airmail 
traffic to double “within the first 
few weeks.” 

He said that the department is 
already “far advanced” with a 
publicity program to inform the 
mailer of every letter that transit 
time can be cut in half by using 
a five-cent stamp. Mr. Ramspeck 
said ATA and the carriers will 
place their publicity and adver- 
tising support behind “Air Mail 
Week” which the Post Office De- 
partment will run this fall to 
dramatize the change of rate. 


Magazine Ads Planned 


Prizes, including trips to Wash- 
ington and abroad, special flights, 
displays and other events will be 
provided by the industry. To sell 
the idea that business and social 
mail should go by air, carriers 
will buy space in such national 
magazines as Collier’s, The Sat- 
urday Evening Post and Time, 
Mr. Ramspeck said. 

Announcements will appear in|! 
every metropolitan newspaper. 
Publicity material will be dis- 
tributed through regular channels 
to newspapers, magazines and 


press service outlets, and thou- 
sands of airline sales representa- | 
tives will call on potential airmail 
users, Mr. Ramspeck promised. 


Vacuum Sales Rise 


Factory sales of 161,631 house- | 
hold vacuum cleaners in June are 
in excess of June, 1941, figures of | 
146,889, according to the Vacuum 
Cleaner Manufacturers Associa- 
tion, Chicago. Sales for the sec- | 
ond quarter (April-June) were. 
slightly under 1941 sales during | 
the same period. 


Buys Own Building 

Gillette Publishing Company, 
Chicago, has bought a four-story, 
14-room building at 22 W. Maple 
St. The firm will occupy the new 
quarters about Sept. 1, following 
redecoration. 


Names Pittsburgh Agency 


Dravo Corporation, Pittsburgh, 
and affiliated companies have ap- 
pointed Ketchum, MacLeod & 
Grove, Pittsburgh, to handle ad- 
vertising and public relations. 


‘Tribune’ Offers 
17th Music Show 


Cuicaco—For the 17th consecu- 
tive year, the Chicago Tribune 
will dig down for an estimated 
$100,000 to sponscr the Chicago- 
land Music Festival Aug. 17 at 
Soldiers’ Field. The event brings 
about a third of its 90,000 audi- 
ence from areas outside Chicago 
and local hotels and stores esti- 
mate that the visitors leave about 


$500,000 in Chicago cash registers. 

In the past, the Tribune has 
spent about $1,500,000 to promote 
the festival which has presented | 
such stars as John Phillip Sousa, | zation of Basic Food Materials, 
Lawrence Tibbett, Gladys Swarth-| Inc., Cleveland. He will cover the 
out and Alex Templeton. Seats| Chicago, Wisconsin, and Michigan 
for the current festival are $1.25. Peet 


Hudson Names Gauen 
Richard Gauen has been ap- 
pointed manager of public rela-;WWRL, New York, has been 
tions of Hudson Motor Car Com-|named publicity director for 
pany, Detroit. 
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Appoints Gruber 
Dan L. Gruber, formerly with 
Rath Packing Company as a sales- 
man, has joined the sales organi- 


Graves Joins WKNB 


Hal Graves, formerly with 


| WKNB, New Britain, Conn. 


M, 


@ simplest way to open a mind is through 
an interesting bit of information ° 
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and towns from coast to coast... teamed up 
with the Post for another great Father’s Day 
promotion! Reports from these retailers in 
every state in the union give added evi- 
dence of the Power of the Post. 


Here are but a few of the enthusiastic letters 
we received from the 418 participating stores. 


We'd like you to read what they have to say. 


ALS 
tut, decane el 


“BEAUTIFULLY PLANNED” 


“The promotion was beautifully planned and executed on 
your part, and | hope you will like the way we presented it 
to the Washington public.” 

THE HECHT COMPANY, Washington, D. C. 


“DEFINITE MERCHANDISING HUB” 


“,..reaction to publicity most favorable. It gave us a definite 
hub around which to build our merchandising.” 
WALLACHS, New York, N. Y. 


“BEST OF ANY PROMOTIONS” 
“Best of any of the fine Post promotions for Father’s Day. Es- 


SUCCESS STORY 


Leading stores...large and small...in cities 


- 


pecially well received in all four stores...hope you are as 


pleased as we are.” 
HENRY C. LYTTON & CO., Chicago, Ill. 


“UNUSUAL RESPONSE” 
“The fine comments and unusual response for Father’s Day 
booklets bear our own feeling that this was one of the finest 
pieces of publicity in your long record.” 

THE HARRIS CO., San Bernardino, Calif. 
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“SALES INCREASED”’ 

“By tying in with your promotion, our sales increased substan- 
tially. We look forward to again tying in with The Saturday 
Evening Post.’” 


KAUFMAN’S SONS, Vicksburg, Va. 


“BUSINESS AHEAD OF ANYTHING IN PAST’ 
“Promotion was highly successful. Our Father’s Day business 
this year far ahead of anything in past...the booklet very 
much appreciated by our trade.” 

GIDDINGS, Colorado Springs, Colorado 


““BROUGHT IN NEW CUSTOMERS” 
“We have never had so many customers make favorable com- 
ments on any promotion. It brought many new customers into 


the store.” 
OLWIN-ANGELL, Aberdeen, South Dakota 


“CUSTOMERS DELIGHTED” 


“Lovemans customers were delighted to receive the ‘Man of 
the House’ booklets, and we were told by so many of our 
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customers that ‘this is the nicest thing you've ever done’! 
We distributed about twenty-five hundred of the booklets.” 
LOVEMANS, INC., Chattanooga, Tenn. 


#"2,000 BOOKLETS PICKED UP FIRST DAY” , 
“Booklets so popular that on first day over 2,000 booklets 


were picked up by customers. Altogether a very successful 


promotion.” 
BAMBERGER'S, Newark, New Jersey 


“WHEW!”" 


“Whew! What a terrific Father’s Day...no doubt but that 
The Saturday Evening Post did a lot to bring traffic into 


Rothschild’s.” 
ROTHSCHILD’S, Kansas City, Missouri 


plus hundreds of radio broadcasts 
and other forms of promotion 


“60% INCREASE’ 

“Increase over last year’s business... Men’s Department 60%, 

total store 46%. | am sure that the ‘Man of the House’ had 

a great deal to do with this substantial increase.” 
RUMBAUGH-MACLAIN, Everett, Washington 


“WENT LIKE SNOW IN THE SUN” 
“The first 30,000 booklets went like.snow in the sun. We 
consider the promotion highly successful.” 

TITCHE-GOETTINGER CO., Dallas, Texas 


“BEST PROMOTION EVER” 

“It was one of the best promotions we have ever had. We hope 

you do it again. Accept our thanks for being included.” 
GRAY REID WRIGHT, Reno, Nevada 


““GREATEST TRAFFIC BUILDER” 
“Thank you for the opportunity to tie in with this great Post 
promotion...consider it one of the greatest traffic builders 


we have ever used.” 
ALEX. LOEB, INC., Meridian, Mississippi 


Qrev 
2,000,000 


customer requested 


“WONDERFUL IDEA“ 
“We send our thanks to you for a wonderful idea and hope 
you include us the next time!” 

GRISWOLD COMPANY, Warren, Ohio 


“GREAT ENTHUSIASM” 
“Promotion accepted with great enthusiasm by the commu- 
nity ...may we again express our sincere thanks.” 

HALE BROS., San Jose, Calif. 


““MOST SUCCESSFUL PROMOTION” 

“We consider this the most successful promotional material 

and promotion idea that has been developed for Father's 

Day, and we thank you for your splendid assistance.” 
STROMBERG'S, Albuquerque, New Mexico 


“(T'S TERRIFIC’ 
“The promotional power of your program is more than splen- 
did ...it's terrific. If “Father” is forgotten this year it will 
never be the fault of The Saturday Evening Post.” 

S. W. ANDERSON CO., Owensboro, Kentucky 


“ATLANTANS THRONG STORE” 

“In following the ‘Man of the House’ theme consistently for 
two weeks prior to Father’s Day, we created a good gift- 
buying spirit. Atlantans thronged into this store up to and 
including the day before Pop's day.” 

RICH’S, INC., Atlanta, Ga. 
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Cartels, Trade 


Agreements Hit 
in CED Report 


Harvard's Mason Finds 
Principal Danger Lies 
in Over-Exploitation 
NEw YorK—Both cartels and 
inter - governmental trade agree- 


ments are restrictive of trade, Ed- 
ward S. Mason, of the faculty of 


So, Mr. Mason says, our problem 
_is to either assist Chile in develop- 
ing alternative sources of employ- 
ment or a rational scaling-down 
of production calculated to pre- 
serve our own national nitrogen 
position and at the same time 
avoid wrecking the Chilean econ- 
omy. : 

The U. S. will have a problem 
of its own, he says, in a cotton 
surplus. Our prewar policy of 
subsidizing cotton or other agri- 
cultural exports will seriously 
weaken our argument against uni- 
lateral national action. 


Suggests Future Policy 
Long-term American policy for 
/cartels, he writes, should propose 


the Graduate School of Rusinees | tt international convention where 


Administration, Harvard Uni- 


signatory powers would (a) pre- 


versity, finds in a study prepared | vent the participation of their na- 


for the Committee for Economic | 
Development. 

Entitled “Controlling World. 
Trade — Cartels and Commodity 
Agreements,” the book, published 
by McGraw-Hill Book Company, 
says that nations must take con-| 
certed action to diminish the re-| 
strictive features now shackling 
free commercial intercourse. The 
forthcoming International Confer- | 
ence on Trade and Employment 
offers an opportunity, Mr. Mason 
says, to advance the interests of 
all nations by establishing ma- 
chinery to advance rational trad- 


commodity agreements are no 
answer, he writes, because the) 
creation of cartels is the result of | 
problems which did and do exist, 
notably surpluses of certain raw 
materials. 

CED notes that Mr. Mason’s 
views are not necessarily those of 
CED, emphasizing that it is the 
committee’s policy to let authors 
have considerable freedom in 
writing on the subjects on which 
CED has requested reports. 


Surpluses Are Problems | 


The war, Mr. Mason points out, 
has resulted in inevitable distor- 
tions of economic balances. Due 
to the increased production of 
synthetics, serious surpluses in 
productive capacity — measured 
against prospective demand—exist 
in rubber and nitrates, as well as 
natural surpluses in cotton, wool, 
aluminum and magnesium. 

Because of the nitrogen-produc- 
ing capacity of the U. S., Chile 
faces difficult economic straits, 
since 50% of its nitrate exports 
came to the U. S. before the war. 


Something new in food sections is 

a regular feature of The Times” 
Herald. Each week certain vege- 

tables and fruits are featured as 

they reach their seasonal peak, in 

quality, quantity and economy. 

Times Herald readers act and buy | 
from the TIMED FOOD NEWS. 


THE DALLAS _— 


TIMES 
HERALD 


DALLAS’ GREATEST NEWSPAPER 


Represented by 


THE BRANHAM COMPANY 


tionals in agreements which fix 
prices, limit output or otherwise 
restrain the flow of goods in for- 
eign trade; (b) require the regis- 
tration of nationals stating the 
terms of their participation in in- 
ternational business agreements 
of a permanent character; (c) 
establish an international busi- 
ness office to study business prac- 
tices tending to restrict trade and 
to recommend remedial action to 
signatories; (d) exchange on a 
non-restrictive basis industrial 
techniques developed in govern- 
ment-supported research institu- 
tions, and patents gained from 
enemy countries. 

The proposals listed by Mr. 
Mason conform generally to the 
objectives of “Proposals for Ex- 
pansion of World Trade and Em- 
ployment,’ published last De- 


cember by the Department of 
State and scheduled for consid- 
eration by 18 nations at meetings 
in October. Mr. Mason’s proposals 
for implementing anti-cartel ob- 
jectives and in sponsoring inter- 
national exchange of -technology 
go further than the State Depart- 
ment’s aims. 

With respect to commodity 
agreements, the book advocates 
the creation of international con- 
sultative groups, already set up 
for rubber and cotton. Their 
function is to gather complete 
data on production, consumption, 
prices and stockpiles, and to ap- 
praise methods of dealing with 
surpluses. 


No Wartime Hindrance 
As for the military importance 
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the U. S. was not hampered by 
the participation of some com- 
panies in international cartels, and 
that Germany did not find its 
cartels a weapon of aggression 
but rather a convenient tool, since 
the cartelization which had long 
been a familiar part of the Ger- 
man economic scene simply facili- 
tated control by the Nazis. 

“The real hazard,’ Mr. Mason 
writes, “lies in the cooperation of 
governments with business in the 
exploitation of foreign markets. 
Except in the United States and 
a few other countries ... the 
power of the state is extensively 
relied on . . . not only to protect 
the domestic market but to se- 
cure ... as large a quota as pos- 
sible in the total business of the 


of cartels, Mr. Mason reports that | cartel.” 


Ww 
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HEN the aftermath is over and international trade flows freely 


in its normal channels . . . Spend no more time on the 


problem of securing coverage in the British market than is necessary 


to ask our New York representative for further information about the 


KEMSLEY 


Kemsley Newspapers Group. 


Over 9,000 000 Copies 


REMSLEY 
NEWSPAPE 


Britain’s Greatest 
Newspaper Organisation 


HOUSE, 


LONDON, 


ENGLAND .. 
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Mr. Mason was chairman of the 
interdepartmental committee on 
cartels and private monopolies in 
1943-1944, and deputy to the as- 
sistant Secretary of State in 
charge of economic affairs in 1945. 
On the faculty at Harvard since 
1923, he served during the war 
as chief economist for the Office 
of Strategic Services and was one 
of the American representatives 
on the Joint Intelligence Staff. 


Alaska Agency Grows 


Alaska Advertising Agency. 
with its main office at Anchorage 
and a branch at Juneau, will en- 
large its facilities to serve the 
extensive Alaskan territory. Of- 
fices will be opened shortly in 
Ketchikan and Fairbanks. The 


British-U.S. Groups 
Combine Research 


Directors of Packaging Institute, 
New York, representing about 400 
American and Canadian makers 
of packaging materials and ma- 
chinery, have voted approval to 
consolidate research facilities by 
exchanging technical research data 
with the Printing and Allied 
— Research Association, Lon- 
on. 

The British organization, 
through a grant by the British 
government, expects soon to en- 
large its facilities. 


Harris to WNOC 
William M. Harris, formerly on 


the staff of WHAI, Greenfield, 
Mass., has been appointed man- 


agency is headed by Allan V. | ager in charge of sales for WNOC, 


Chapman Jr., former Cincinnatian. 


Norwich, Conn, 


Women Pick Car 
by Looks, Hudson 
Survey Reveals 


DETROIT — While women place 
appearance as the primary factor 
governing choice of automobile 
purchases, appearance ranks only 
seventh in importance with male 
car buyers, according to a survey 
of 200,000 Hudson owners by Hud- 
son Motor Car Company. 

About 20% of current Hudson 
owners want eight-cylinder engines 
in their automobiles and more 
than three-quarters of the eight- 
cylinder preferences were named 
by owners who already have the 
multi-cylinder engine. Most pros- 


_pective buyers are influenced by 


performance rather than the num- 
ber of cylinders. 

Only 29% indicated that price 
would be a deciding factor in their 
choice of new cars. Of ten fac- 
tors governing new car choices in- 
cluding appearance, dependability, 
comfort, economy, ease of control 
and others, speed was held the 
least important by 72% of the 
Hudson owners interviewed. The 
survey was of the narrative and 
check type. 


Ryerson Steel Expands 


Largest individual project in its 
postwar expansion and plant mod- 
ernization campaign is the steel- 
service plant of Joseph T. Ryer- 
son & Son, which currently is be- 
ing built in Los Angeles. 
company’s home office is in Chi- 
cago. 


The Kemsley Newspapers Group is the biggest thing in the British 


Press. 


It includes nationally-distributed and _ provincial newspapers 


with a combined net paid circulation of over 9,000,000 copies per issue. 
Its papers, led by THE SUNDAY TIMES, are in the vanguard in 


championing the cause of liberty and free enterprise. 


ITH Paper Controls releasing barely a 


of 


quarter 


pre-war 


supplies, 


“austerity” newspapers of four and six pages 
are stil] the rule rather than the exception in 
Britain, and the percentage of advertising in 
them is limited. Soon, we hope, there will be 
room for all the advertisers who seek access 
to the British market through the newspapers 
of the Kemsley Group. 


EET (lith Floor), NEW YORK CITY Telephone: Vanderbilt 63795 and 63796 
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A PENT-UP DEMAND FOR 


im- 


When the railroad strike 
perilled our slim newsprint 
inventory, we made further cur- 
tailments in the size of the news- 


paper . . . shelved some of the 
features, including comics. 


That rang the bell . . . telephone 
bell, that is. Despite editorial 
explanation and apology, the 
fans started calling . . . moms, 
pops, kiddies . . . teen-agers and 
*ty-agers . . . complaining, chid- 
ing, cajoling . . . crying for their 
favorite comics. 


Wednesday, June 12, we an- 
nounced that the vacationing 
comics would return the follow- 
ing Monday ... after a four- 
week absence; that we had 
printed a 24-page tabloid of the 
suspended strips. Not a word of 
advertising of any kind in the 
tabloid . . . nothing but comics, 
six strips to the page ... a 144- 
laugh sheet. 


It was a “‘come’n get it” offer 
. .. no mailouts . . . no bulk 
handouts. A week later, with all 
comics reinstated, youngsters 
and grown-ups were still coming 
for the “funnies” . . . total dis- 
tribution went over the 4000- 
mark. 


These events point to (1) reader 
response of a high order; (2) 
this newspaper’s adeptness at 
sensing readers’ interests and 
matching them with apt news 
and feature selections; (3) this 
newspaper’s emphasis on service ; 
(4) a top-notch advertising me- 


j} dium in a top-notch market.* 


*Hempstead Town outranked all 
New York Cities in Sales Manage- 
ment's High-Spot Cities, June and 
July. 


HEMPSTEAD TOWN 


Gross Income ......... $476,307,000 
Net Income 

Sf arr $385,316,000 
| $223,511,000 
EET Tore $78,266,000 
EE ed ov ik nce a $8,702,000 


(Sales Management 1946 Survey 
of Buying Power) 


= NASSAU DAILY 
REVIEW STAR 


Published daily, except Sunday 4c a copy 
HEMPSTEAD TOWN, L. I., N.Y. 


Executive Offices: 


ROCKVILLE CENTRE, N. Y. 


National Representatives: 


LORENZEN & THOMPSON, 


| Inc. 
| New York — Chicago — St. Louis 
| San Francisco — Los Angeles — Detroit 


Cincinnati — Kansas City — Atlanta 
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Pool Will Launch 
Kirkeby Hotels 
Slick Magazine 


New YorK—A new super-so- 
phisticated magazine tailored for 
the high-income clientele of the 
Kirkeby Hotels will bow with the 
October issue, out Sept. 20, in the 
10 hotels of the Kirkeby chain. 

The magazine will be published 
by Hotel Publications, new cor- 
poration whose president is Ed- 
ward A. Pool. Mr. Pool has spent 
many years in publishing and ad- 
vertising circles in Chicago, and 
most recently has been handling 
public relations and sales promo- 
tion for the Zurich Insurance Com- 
panies there. 

The editorial pitch for this 
“ultra new, full-color 8144” x 111%” 
magazine,” Mr. Pool told Apver- 
TISING AGE, is that “all material 
must be distinctly for our par- 
ticular audience—the people in 
luxury hotels.” He aims to make 


Kirkeby Hotels the “top magazine 
in class sophistication.” Katherine 
Meredith and Arthur Spencer will 
be editor and art director, re- 
spectively. 

An 80-100 page monthly, the 
magazine will feature a 20-page 
picture section of personality pho- 
tographs, personality profiles of 
hotel guests, a small style section 
of top fashions, and a servicing 
department suggesting what to 
buy. Color will be used “liber- 
ally” throughout both editorial 
and advertising pages, Mr. Pool 
said. 


Distribute to Hotel Guests 


To be distributed only to hotel 
guests, Kirkeby Hotels will have 
a guaranteed print order of at 
least 25,000 copies, with a mini- 
mum computed audience of 100,- 
000 readers. Black-and-white page 
rate will be $400. 

The magazine will be sold to 
each hotel in the Kirkeby chain, 
which includes the Gotham, Hamp- 
shire House, Sherry - Netherland 
and Warwick, in New York; Black- 


stone, Chicago; Warwick, Phila- 
delphia; Ambassador, Atlantic 
City; Sunset Tower, Hollywood; 
Beverly - Wilshire, Beverly Hills, 
and Hotel Nacional de Cuba in 
Havana. Promenade, hotel maga- 
zine published by Robert L. John- 
son Magazines, will no longer ap- 
pear in the Hampshire House and 
Sherry-Netherland. 


‘Glamour’ Names Three 
Mary MacMahon, merchandise 
editor of Glamour, has been pro- 
moted to managing editor. Before 
joining the magazine, Miss Mac- 
Mahon was with Morse Interna- 
tional, New York. Nancy Belknap, 
formerly associate fashion editor, 
will succeed her as merchandise 
editor. Ruth Caley, formerly with 
Bonwit Teller’s publicity depart- 
ment, will join the Glamour mer- 
chandise staff as associate editor. 


McCann Office Moves 

Portland, Ore., offices of Mc- 
Cann-Erickson will be moved from 
the 13th to larger quarters on the 
llth floor of the Public Service 
building. 


‘Government Girl’ Gets 
Year's Stock of Nylons 


WOL, Cowles Washington-MBS 
outlet, on Aug. 11 premiered a 
“Show of the Week” program 
sponsored by the Brentley Fur 
Company, on which an outstand- 
ing “government girl” is honored 
each week. First recipient of the 
honor was Leila Murray, Interior 
Department switchboard operator, 
who received a year’s supply of 
nylons. Kronstadt Advertising 
handles the show. 


To Kerston Industrial 


Cargille Scientific, Inc., New 
York, has appointed Kerston In- 
dustrial Advertising, New York, 
to handle its advertising. Educa- 
tional, medical and photographic 
publications and direct mail will 
be used. 


Appoints Lingnor 

Larry Lingnor, formerly with 
Gillette Publishing Company, Chi- 
cago, has been appointed special 
sales representative of Hardware 
World, working out of the Chicago 
office. 


LOCALLY-EDITED SUNDAY MAGAZINES 


TO THE RIGHT is a page from the Columbus Dispatch, an example of the 
Each one of these six Sunday Magazines is 
This extra effort pays off 


“Local Editorial Touch”. 
tailored to measure for the people who read it. 
in higher readership figures for the magazine and greater value for its 
These six locally-edited Sunday Magazines are available in 
any combination or as a convenient single-order package. 


ATLANTA JOURNAL 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE* 


advertisers. 


Pa 
Sani 


* Color will not be available in the Houston Chronicle until 1947. 


LOUISVILLE COURIER-JOURNAL 
NASHVILLE TENNESSEAN 


NEW ORLEANS TIMES- 
PICAYUNE-STATES 


oes 


just contact anyone at Jann & Kelly, O’Mara & Ormsbee, The Branham Company or Sawyer-Ferguson- 
Walker Company: or write Standard Gravure Corporation. Louisville 2, Kentucky. 


/rejoined the department. 
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CHOSEN—These six brand names were 
selected by Reliance Mfg. Co., from a 
dozen previously used, to identify all 
products in the future. Big Yank and 
Yank Jr., the former for men and the 
latter for boys, will continue to mark 
work clothing. Ensenada will include 
other men's and boy's popular priced 
wear; Universal, higher priced and 
men's specialty items; Kay Whitney, 
top quality dresses and Reliance 
Happy Home, popular priced dresses. 


Stearns Says Hay 
Fever Treatment 
Must Be Ethical 


Detroit—‘“Alert retailers should 
realize that the present invasion 
of the hay fever field by mail 
order houses is dangerous, and 
should join with us in doing what 
we can to stop the practice,” Ray 
C. Brewster, vice-president in 
charge of sales of Frederick 
Stearns & Co., division of Sterling 
Drug, Inc., has charged. 

Scoring what he described as 
the “unethical handling’ of the 
hay fever sufferer, Mr. Brewster 
has served notice on all company 
field representatives that “the 
prime objective of Stearns hay 
fever promotion this year must be 
directed toward enabling the 
pharmacist to work more closely 
with the physician and his pa- 
tient.” 

“No part of our promotion di- 
rects consumer interest to self- 
medication,’ Mr. Brewster de- 
clared, adding that “this year 
large sums are being wasted, pa- 
tients’ distress is being increased, 
retailers’ and physicians’ good 
names are being toyed with and 
abused by unethical direct mail 
and newspaper consumer advertis- 
ing.” He estimated that “uneth- 
ical ‘cure-alls’ . . . take one third 
of the total expenditure for the 
treatment of hay fever.” 


Y&R Appoints Four 


C, L. Parsons has been named 
assistant manager of the mechan- 
ical production department of 
Young & Rubicam, New York, and 
Gerald A. Pecoraro, recently re- 
leased from the armed forces, has 
Arthur 
Stephen Pardoll, recently dis- 
charged from. the Army, has re- 
joined the media department as 
assistant space buyer. Henry Hay- 
den has been appointed assistant 
manager of the traffic department. 


Monk Appoints Four 


Jack B. Pickering, who before 
the war was production manager 
of Howard H. Monk & Associates, 
Rockford, Ill., and rejoined the 
agency last December, has been 


| promoted to office manager. W. E. 


Christopher, production manager 
since 1944, has been advanced to 
manager of the graphic depart- 
ment. Jack R. Tolzien, formerly 
assistant art director of Young & 
Rubicam, Chicago, and Howard D. 
Green have been appointed art 


directors. 
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NAEA Adopts Final 
Draft of Revised 
Code of Practices 


NEw YorK—The Newspaper Ad- 
vertising Executives Association 
has adopted a new “Code of Prac- 
tices,” supplementing earlier ones 
approved in 1914 and 1924. 

Members approved a tentative 
draft of the code submitted at the 
NAEA meeting here in June. It 
has now been drafted in the fol- 
lowing, finally-approved form: 

“1. No advertising will be pub- 
lished if it is fraudulent, mislead- 
ing or otherwise harmful. 


Rate Card Applies to All 


“2. Rates and conditions pub- 
lished in the rate card will apply 
to all advertisers. 

“3. Definitions of retail and 
general advertising, as endorsed 
by NAEA, will determine whether 
retail or general rates apply. 

“4. Any possible action in con- 
nection with publicity which may 
be sent to the advertising depart- 
ment will be limited to submittal 
to the news department for use 
or rejection. 

“5. Newspaper advertising 
salesmen will be thoroughly in- 
structed in the fundamentals of 
good advertising and the useful- 
ness of newspapers as a medium to 
the end that competent service 
may be provided to every adver- 
tiser. 

“6. Salesmen will be instructed 
to advise advertisers in the man- 
ner that will produce maximum 
returns and to avoid overselling 
or other unsound methods. 

“7, Any mention of competing 
newspapers or other media will be 
truthful. Derogatory references 


COMPLETE 
FACILITIES 
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NICKLETYPES 
STEREOTYPES 

MATS 
PLASTIC AND 
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1045 SANSOME STREET 


SAN FRANCISCO ii, CALIFORNIA 
PHONE GARFIELD 0680 | 


to the personnel, policies or adver- 
tising value of other newspapers 
will be avoided to the end that 
fair competition may be _ pro- 
moted. 


Urge Copy Improvement 


“8. In order to assure maxi- 
mum returns to advertisers every 
effort will be made to induce them 
to improve the quality of their 
copy and art work and to assure 
good typography and printing. 

“9. Adequate and accurate in- 


formation regarding the market 
and the newspaper will be pro- 
vided. 

“10. The objective in all re- 
spects will be the advancement 
and improvement of the news- 
paper as an advertising medium.” 


Appoints Rainey 

Morton J. Rainey has been ap- 
pointed general sales and adver- 
tising manager of Morse Twist 
Drill & Machine Company, New 
Bedford, Mass. 


Schedules Shoe Drive 


Yankee Shoemakers, Newmar- 
ket, N. H., maker of Yankee shoes, 
has scheduled a fall campaign, 
which will include monthly full 
page, full color ads in Good House- 
keeping and Parents’ Magazine, 
using the theme, “Little Yankees 
are designed to keep little feet 
normal.” 


Westinghouse Ups Two 


Douglas C. Lynch, manager of 
the special projects department of 
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the Westinghouse Electric Inter- 
national Company, New York, has 
been appointed assistant general 
manager of the company. Robert 
Russell, assistant manager of the 
special projects department, suc- 
ceeds Mr. Lynch. 


New Alarm Clock Debuts 


Lyric, the alarm clock with soft 
bell tones, will make its debut 
with other timepieces in the new 
Sentinel line of clocks and watches 
produced by the E. Ingraham 
Company, Bristol, Conn. 


to buy a new dress to wear back to school, 
to look for a radio to play in her room; 
to market for groceries to help mother out; 


to get a new lipstick to build up morale. For Teena the high 


school girl has money of her own to spend—money enough for 


movies, sodas, records and clothes. And what her allowance and pin- 


money earnings won't buy, her parents can be counted on to supply. For our 


girl Teena won't take no for an answer when she sees what she wants in 
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Pan American Hit 
in Fares Battle 
by Waterman Line 


New YorK—Bon Geaslin, vice- 
president and general counsel, 
Waterman Steamship Corporation, 
has attacked Pan American Air- 
ways’ reduction of roundtrip fares 
between New York and Puerto 
Rico as a monopolistic practice. 

The airline last Monday began 
a 12-week newspaper ad campaign 
emphasizing a new roundtrip rate 
of $150. The former fare was 
$235 (AA, Aug. 12). Waterman 
Airlines, subsidiary of the steam- 
ship line, offers roundtrip, non- 
scheduled service between New 
York and Puerto Rico for $211. 

Mr. Geaslin predicted that if the 
“slight” competition for the traf- 
fic that now exists can be de- 
stroyed by Pan American, “which 
it cannot be by this method,” Pan 
American will later revert to 
higher fares. 

“These tactics don’t fool any- 


one,’ Mr. Geaslin asserted. “Rates 
certainly should come down, but 
as a result of efficient and eco- 
nomical operation rather than at 
the expense of the taxpayer’—a 
reference to what he called Pan 
American’s “having its little pink 
toes firmly planted in the United 
States Treasury by way of airmail 
compensation.” 

Waterman recently ran copy in 
Time, through Fitzgerald Adver- 
tising Agency, New York, to take 
issue with the Civil Aeronautics 
Board’s stand on the right of U. S. 
steamship companies to operate 
air services (AA, July 29). Morris 
Timbes, Advertising, Mobile, han- 
dles Waterman travel promotion 
advertising. 


Names Tannhaeuser 


William G. Tannhaeuser has 
joined Sheffield Advertising Com- 
pany, Rochester, N. Y., as man- 
ager of the metropolitan area. He 
will have charge of the com- 
pany’s operations in behalf of the 
recently formed commerce group 
of Chamber of Commerce maga- 
zines. 


‘On the Runway’ Bows 


On the Runway, an 8x10 inch, 
24-page monthly publication re- 
porting the nation’s outstanding 
fashion shows, product promotions 
and special events, will be 
launched next month by publish- 
ers Gertrude L. Rossiter, Leonara 
Ormsby and Michael McKone at 
34 E. 50th St., New York. 

All aspects of fashion shows and 
publicity events will be covered, 
including settings and props, light- 
ing, show themes, new techniques, 
commentators handling and 
pacing of shows, accessories, 
models’ makeup, programs and 
entertainment. Photographs and 
working sketches will illustrate 
the reports. 

The publication, available on 
subscription only, will sell for $60 
a year, $35 for six issues, $20 for 
three, and $7.50 each. 


Agencymen to Meet 

The First Advertising Agency 
Group will hold its annual con- 
vention at the Hotel Ambassador, 
Los Angeles, Sept. 26, 27 and 28. 
A national drive to promote the 
advantages of a national group of 
agencies will be discussed. 


EXCLUSIVELY ¥° 
Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 


Represented Nationally by Edward Petry & Co. Inc. 


_ ONE COLUMBIA STATION SERVES THEM ALL! © 
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Of the nation’s fifteen largest cities San Francisco is first, 
highest in per capita buying power .. . according to Sales 
Management's authoritative annual survey. 


And where there’s money to spend, people like to spend it 
... like you... like me. 


KQW is the only Columbia station serving San Francisco. 


KQW is the only Columbia station serving the important 
14 county San Francisco-Oakland Bay Market—2'2 million 
people—and, at less cost. 
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Pacific Agricultural Foundation, Ltd. 
San Jose, California 
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New York admen lucky enough to belong to the Hambletonian 
Society, organized last year by Charles Ellsworth Koons, publisher 
of the Times-Herald, Middletown, N. Y., were Charlie’s guests 
recently for the Hambletonian race in Goshen, N. Y., and dinner 
in the evening. Charlie is sec’y of the Nat’l Trotting Association 
and members of the society include E. A. Elliott, Campbell-Ewald 
v.p.; Joseph A. Burland, media director of Lambert & Feasley; 
James Hagen and William J. O’Donnell, account executives, and 
Austin Brewer, space buyer for BBDO; J. J. Hagan, media director 
of Lloyd, Chester & Dillingham; Douglas R. Hathaway, v.p. of 
J. M. Mathes; Thomas A. Doyle, Biow space buyer; Daniel J. 
Pykett, Kudner media director; Walter Barber, Compton media di- 
rector, and Karl Klimcheck, agency newspaper space buyer; John 
F. Mayer, v.p. of Street & Fin- 
ney; Steve Mahoney of Burke, 
Kuipers & Mahoney, and An- 
thony De Pierro, media director 
of Buchanan & Co... 

I. T. Cohen of Atlanta, east- 
ern div. mgr. of the American 
Society of Composers, Authors 
& Publishers, was recently ap- 
pointed lieut. col. on Gov. Ellis 
Arnall’s staff. . . Harmon A. 
Harris, public relations & ad 
mgr. in South America for Pan 
American - Grace Airways, is 
visiting New York. He makes 
his headquarters in Lima, Peru. 

Public relations counsel Ed- 
ward L. Bernays will prepare 
the article, “Public Relations,” 
for a new four-volume En- 
cyclopedia Britannica publica- 
tion, “Ten Eventful Years,” to 
be published early next sum- 
mer. . . Jackson Leighter, pres. 
of WLIB, New York, is in Paris 
covering peace talks for the 
three Thackrey-owned stations, 
KLAC (Los Angeles), KYA 
(San Francisco), and WLIB.. . 

J. E. Blackburn, v.p. of McGraw-Hill, recently told New York 
News Inquiring “Fotographer” Jimmy Jemail, that, though vivisec- 
tion of animals is a “cruel practice,” it is necessary “if it gives doc- 
tors greater knowledge for the treatment of human ills.” . . Robert 
J. Walsh, radio director of the William N. Scheer Advertising 
Agency, Newark, celebrated his 10th anniversary on the air as 
“Bob Barry” Aug. 1 with his regularly scheduled “Man About 
Town” broadcast over WAAT... 


A gentleman who insists upon remaining anonymous, but sounds 
suspiciously like the husband of George Harper, copy chief at 
Marshall Field & Co., insists that AA owes Mrs. Harper an apology 
for describing her as white-haired in the picture story in AA’s July 
29 issue. “Genial she is—but ‘white haired’ she decidedly is not,” 
says this anonymous gent. “She’s a blonde, brethren!” ... 

Sidney Strotz, v.p. in charge of NBC’s western div., and Hal 
Maag, RCA Victor’s regional mgr., gave a cocktail party at the 
Ambassador, Los Angeles, a couple of weeks ago in honor of Frank 
M. Folsum, exec. v.p. of Radio Corp. of America... 

“Ever see a billboard walking?” Probably not, but C. R. Leach, 
account exec. for Foster & Kleiser, San Francisco, can show you 
one. His necktie (hand painted) has six small, green and white 
poster panels, complete with the F&K imprint. And he claims 


RIDES 'PUSHER'—Harry Burke, general 
manager of Station KFAB, Lincoln, 
Neb., an officer in the CAP, has been 
a pilot for several years and flies his 
own plane. He is shown here in the 
1912 “pusher” which belongs to Bill 
Parker, Phillips Petroleum sales repre- 
sentative, at a recent aviation show. 


MEDAL-WINNER—J. Kneeland Nunan, West Coast manager of professional 

motion picture sales of the Ansco division of General Aniline & Film Corp., 

receives the Medal for Merit from Vice Admiral J. B. Oldendorf in a cere- 

mony in the mayor's office at Los Angeles City Hall. Left to right are Mrs. 

Nunan, son Jimmy, Mr. Nunan, Adm. Oldendorf and Dr. Robert Millikan of 
California Institute of Technology. 


this type of advertising is very adaptable and provides unlimited 
coverage. . . 


Salesmen of Sports Afield from New York, Chicago and Los An- 
geles offices got together in Minneapolis, recently, for a three-day 
meeting conducted by David N. Laux, vice-president. Publisher 
Walter F. Taylor was on hand for a business meeting. . . 


Byron Nelson, former spot sales manager of KGO, San Fran- 
cisco, who has moved to ABC headquarters in Hollywood, is said 
by his friends to spend at least half of his waking hours explaining 
that he is not the “Lord Byron of the Fairway.” But he finally 
won a measure of fame for himself recently when he captured the 
prize for low net in class C (20 to 30 handicaps) at the Bay Area’s 
Advertising Golf Association’s tournament. . . 
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FIC Head Reopens 
Old Quarrel Over 
Special Discounts 


Mason Dissents from 
FTC Order Against 
Standard Oil 


WASHINGTON—Can the supplier 
of a brand name item allow one 
retailer more favorable discounts 
than he allows competing retail- 
ers? 

Although an impressive num- 
ber of court decisions say he can- 
not, FTC Commissioner Lowell B. 
Mason has reopened the argument 
in an opinion holding that the 
Robinson-Patman Act does not 
regulate prices of a particular 
brand. 

Objecting to an FTC order 
which would stop Standard Oil of 
Indiana from allowing jobber dis- 
counts to four favored Detroit 
customers, Commissioner. Mason 
contended that the oil firm was 
within its rights because it was 
meeting the price of a competitor. 

Arguing further, moreover, he 
insisted that the special discounts 
to these four customers did not 
injure competition because there 
were other brands “of like grade 
of quality” available in the mar- 
ket at the same or better prices. 

In adopting the Robinson-Pat- 
man Act 10 years ago, Commis- 
sioner Mason held, Congress had 
no intention of permitting FTC to 
take brand name acceptance into 
consideration in judging whether 
prices for goods “of like grade or 
quality” were the same to all 
competitors. 

“The act makes no mention of 
‘major brands’ or ‘off brands’ 
commodities,’ he said. “Its sole 
criterion, so far as the words of 
the statute are concerned, has to 
do with the physical properties 
of the commodity. 


Set on Factual Basis 


“Congress realized the imprac- 
ticality of weighing the mercurial 
popularities of name acceptance in 
determining discrimination,” he 
contended. ‘Hence, it set the 
standard of discrimination on a 
factual rather than a beauty con- 


. . . this experience (not 
unusual) of an advertiser 
in a recent issue, is indicative of 
the immediate responsiveness 
of the oilheating market...and of 
the eager, careful readership 
of the publica- 
tion serving this 
alert industry. 


Write for any 
market infor- 
mation you 
may require. 


FUELOIL & OIL HEAT 
232 Madison Ave., New York 16, N. Y. 


fueloil & 


otl heat 


ONE DOMINANT PUBLICATION 


serving Manufacturer, Whol ler, Retailer 


test basis.” 

Like his memorable Manhattan 
Brewing Company opinion last 
spring (April 15), Mason’s dissent 
drubs his fellow commissioners. 

Tuesday’s order involved minor 
modification ~f an action last Oc- 
tober holding that Standard dis- 
criminated against the Detroit 
area’s 358 Red Crown retailers by 
allowing jobbers’ discounts to four 
large firms that sold at least part 
of their gasoline to the public in 
competition with the retailers. 

In addition to his argument over 
the meaning of the Robinson-Pat- 
man Act, Mason opposed the act 
as inimical to free enterprise, 
summarizing his colorful 3,500- 
word dissent this way: 

“In my opinion the commission 
in this case has dealt with the 
facts and the law just as Pro- 
crustes dealt with the unfortunate 
guests who slept in his bed. 


“The commission has cut off 
the facts of the case that do not 
fit in with the order, and it has 
stretched out the statute until it 
is no longer the law Congress 
passed but becomes the law the 
commission would like to enforce. 


Sums It Up 


“It requires private policing of 
one man’s business by another. 
It freezes the avenues of trade to 
set patterns. It eliminates the 
profit for one type of distributor 
and guarantees the profit of an- 
other. It subjects branded goods 
to restrictions not applied to un- 
branded goods. It attempts to set- 
tle a private struggle between en- 
terprisers by opening a Pandora’s 
box of governmental directives on 
a minutia of accounting and dis- 
tributing practices that bear scant 
relation to what Congress sought 
to inhibit.” 


By ordering Standard to collect 
the full price for the portion of 
the gasoline which the favored 
dealers sold direct to the public, 
FTC was forcing it to determine 
price by use, a concept foreign 
to the free enterprise system, he 
argued. 

“For the commission to admin- 
ister prices by determining which 
users shall be required to pay 
higher prices for a commodity than 
other users, tends to divide the 
distributive functions of our econ- 
omy into hostile groups, each 
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striving for government favoritism 
rather than for consumer accept- 
ance. 


Says It’s ‘Strong Medicine’ 


“There are those who feel this 
country requires such a channel- 
ing of a business man’s field of 
activity. 

“This is strong medicine for a 
free economy to swallow. 

“If we need it, it is up to Con- 
gress, not the commission, to 
write the prescription.” 

Reviewing the history of the 
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WSIX gives 


DON’T WE ALL... 


The desire that all of us have for a new home is leading to record sales figures 
in the building industry . . . In the Nashville area, annual sales of building ma- 
terials were over the |7 million dollar mark before the war... Now, sales are 
growing enormously, giving employment to thousands of workers . . . This is 
just one sample of the growing Nashville market that will be opened for you by 
WSIX .. . Make a full study of this potential sales territory — then let WSIX 


do the selling. 
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case, Mason said Standard had 
lost two big customers because it 
stood on the sidelines in the De- 
troit gas price wars. “Then it 
made up its corporative mind to 
hang on to what business it had 
left, and in good faith, and what 
appears to me ordinary common 
sense, lowered its price to that of 
its competitors.” 

“When you meet a competitor’s 
lower price so as to keep a cus- 
tomer he sought to take away from 
you, he feels he has been injured. 
Of course he has, but that does not 
mean that competition has been 
injured. On the contrary, it has 
been improved.” 

Turning to the question of 
whether competition was injured 
when Standard cut its price to the 
four jobber-retailers, Commis- 
sioner Mason’ continued: “As 
long as a buyer can get goods 
of like grade and quality at the 
same price or even less, he can- 
not claim competition has been in- 
jured. 

“This prohibition against dis- 
crimination is specifically limited 
by the statute to the grade and 
quality of the products sold, and 
has nothing to do with the popu- 
larity of the merchant or his brand, 
or the public acceptance of trade 
names. 

“As the law now stands, a dis- 
criminatory price is lower than 
what others have to pay to obtain 
goods of ‘like grade and quality.’ 
It has nothing to do with the rela- 
tive popularity of brand names,” 
he said. 


Offered Lower Prices 


He found that nine major oil 
companies and three secondary 
firms offered gasoline in the De- 
troit area, many of them from two 
to six cents below Standard’s 
price. 

“AS long as the other gas of like 
grades and quality was offered for 
sale at a lower price, where could 


A famous General said 
"The way to win a battle 
is to get there first with 
the most." 


The battle of competition 
for sales in the secondary 
markets of America is 
about to begin. 


The daily newspaper is 
the most powerful media 
as an aid to sales in any 
city but this is especially 
true in secondary mar- 
kets. 


The advertiser who gets 
there first will have the 
sales when the selling 
competition develops. 


INDIANA and 
MICHIGAN LEAGUES 
of HOME DAILIES 


National advertiser representative 


SCHEERER & CO. 
New York 17, 


Chicago |, 
eB Siedler Or. 44 Lecingtnd fuk 


Member of the American Association 
of Newspaper Representatives 


there be injury to competition ex- 
cept on a plane that was not con- 
templated by Congress, namely on 
a plane between names, and not 
qualities or grades?” he asked. 

Mason complained about the 
mechanical construction of the 
FTC order, lamenting that so 
much of it paraphrased the statute 
that it in effect “commends noth- 
ing specifically, but counsels per- 
fection generally.” 

Unless the commission pre- 
sents an understandable order, he 


said, “first the business man must 
guess what the law requires him 
to do, then he must guess what 
the commission requires him to 
do, to obey its order entered be- 
cause he guessed wrong the first 
time.” 


ROBINSON-PATMAN 
ORDERS ANALYZED 

NE” YorK—The Association of 
Nation. Advertisers is releasing 
an analysis of 44 decisions by 
courts and the Federal Trade 


Commission in the 10 years of the 
Robinson-Patman Anti-Discrimi- 
nation Act. The analysis was pre- 
pared for the ANA by William H. 
Leahy, counsel to the Dennison 
Mfg. Company, Framingham, Mass. 

A number of decisions pointed 
out that discounts were granted 
to certain customers and not to 
others, who paid in the same man- 
ner and at the same time. 

United States Rubber Company 
was found to sell special brand 
tires to certain mail order houses 
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and chain stores at lower prices 
than other brands of the same 
size and quality sold to independ- 
ent dealers. 


Cosmetic Houses Named 


Six cosmetic houses—Elizabeth 
Arden, Bourjois, Charles of the 
Ritz, Elmo, Inc., Richard Hudnut 
and Primrose House—were found 
to grant to some customers the 
service of demonstrators, which 
was “not granted to competing 
customers on proportionately equal 
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terms.” 

American Optical Company and 
Bausch & Lomb, Mr. Leahy said, 
were found to “allow discounts of 
3344% on total monthly purchases 
in excess of $1,500 and of 25% on 
total monthly purchases between 
$750 and $1,500 on type of mer- 
chandise for which demand was 
the greatest. Discounts were de- 
termined solely by total purchases, 
regardless of the size or number 
of separate orders filled in making 
the total. The discounts were not 


justified as there was no difference 
in the cost of sale or delivery for 
order totaling $1,500 than on an 
order not totaling $750 or $1,500.” 

A regional baker was found to 
sell bread “at low price in parts 
of Minnesota and South Dakota” 
and to sell “the same quality bread 
in Iowa at a higher price.” .A 
charge that Shell Oil Company, 
however, “sold gasoline at differ- 
ent prices in different localities,” 
was found not to be justified, be- 
cause “the haulage of the gasoline 


justified the increased price.” 

Misuse of funds for cooperative 
advertising by manufacturers and 
distributors and dealers was one 
of the reasons for enactment of 
the Robinson-Patman Act on June 
19, 1936. In one decision, FTC 
found that Corn Products Refining 
Company “advertised dextrose 
purchased by two large customers 
to use in making candy” and “did 
not advertise for competing cus- 
tomers.” 

As an appendix to the Leahy 


analysis, 
the purposes of the act: “That it 
shall be unlawful for any person 


the ANA quoted from 


engaged in commerce .. .to dis- 
criminate in price between differ- 
ent purchasers of commodities of 
like grade and quality,” where the 
effect may be “substantially to 
lessen competition or tend to cre- 
ate a monopoly. . .” 


Name Hollywood Agency 
Showalter, Singer & Tischler, 
Hollywood, has been named to 


MOST EXCITING 


153,000 aclffans | 
Eoued ‘the 
Tam o’Shan! 


150,000.. largest 


Crow in US. his 


MAGAZINE! 


THERE’S ONLY ONE 
MAGAZINE ESPECIALLY 
DESIGNED TO HELP YOU 
CASH IN ON AMERICA’S 
GREATEST SPORTS’ 
BOOM: IT’S SPORT— 
AMERICA’S NEWEST, 


handle the advertising of Tem- 
brandt Company, Santa Monica, 
manufacturer of “Masterpieces in 
Chocolate”; Aye-N-Jay Mfg. Com- 
pany, Hollywood, manufacturer of 
andirons and fireplace tools; and 
Macksoud of California, Holly- 
wood, maker of “First Edition 
Prints in Handkerchiefs.” 


Margetts Joins Cairns 

Wilfred C. Margetts, formerly 
vice-president of Alexander Sum- 
mer Company, Teaneck, N. J., has 
joined John A. Cairns & Co., New 
York, as industrial research con- 
sultant. 


Joins ‘American Home’ 


Esther Foley, formerly director 
of all food kitchen work for the 
New York Herald Tribune Home 
Institute, has joined American 
Home, New York, as food editor. 


Gets Station Okay 


Haverhill Gazette Company, 
Haverhill, Mass., publisher of the 
Evening Gazette, has been granted 
FCC authority for a radio station 
to operate fulltime on 1,490 kilo- 
cycles, 250 watts. 


ANNOUNCING THE 
TRANSMITTER 
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and contains the new Phasatron 
which allows direct crystal control 
of the carrier frequency. It is now 
installed at the Anthony Com- 
pany’s FM and Television site on 
Mount Wilson, and experimental 
broadcasting will commence this 
week. Aside from the completed 
building on Wilson that provides 
temporary housing for the Trans- 
mitter, Earle C. Anthony, Inc. has 
made auxiliary installations which 
include a 150,000 gallon reservoir 
and two Caterpillar Diesels that 
produce 30 kilowatts at 440 volts, 
60 cycles each. There are two more 
building units to be constructed 
on Mount Wilson. When these are 
completed, the Company’s invest- 
ment in FM will approximate 
$150,000. 


RACER WITHOUT WHEELS 


Al Poska, who guides the hour 
long platter show “MIDNIGHT 
FLYER” Monday thru Saturday 
nights, received a letter from a kid 
who wanted to enter the L.A. Soap 
Box Derby but couldn’t for the 
lack of wheels to complete his 
home-made race car. One mention 
of the situation on the air brought 
several offers to help out the young 
listener (and to show his appre- 
ciation he named his entry ‘THE 
MIDNIGHT FLYER”). You can’t 
lose when you choose KFI. 


CLEAR CHANNEL 


arte ©. Grainy, Sn 


NBC for tos anceres 


Represented Nationally by Edward Petry and Company, Inc 
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THE OPENING OF THEIR 


Boston Office 


STATLER BUILDING 


20 PROVIDENCE ST. 
TELEPHONE HUBBARD 6342 
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AND THE APPOINTMENT OF 
JAMES G. SANDISON 
AS MANAGER 
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lhe Creative ans Corner 


Any similarity between the posters 
pictured here and most of the hundreds 
of others currently on display on the 
boards must be purely coincidental. For 


these tell their story as quickly, we think, 
as pictures can; two contain three words 
each and the third, four. 

There isn’t anything new about great 
posters from Coca-Cola. Sunkist, like 


Heinz, also follows the first rule of poster 
design, which is simplicity and in which 
the words are used mostly to underline 
the picture’s clear meaning. 


These two Coca-Cola posters and the 
Sunkist lemon board are reproduced here 
as reminders. 

See how many posters you see in the 
next week that come even close. 


You Ouglt To KHOW . . . Bdward R. Dunning 


When the 170 business-managed elec- 
tric light and power companies which 
jointly advertise their services in nation- 
wide media decided in June of this year 
to change their group designation to 
“America’s light and 
power companies,” 
there wasn’t a prouder 
man going, or one 
who deserved more 
credit for making this 
possible, than Edward 
R. Dunning, vice- 
president of N. W. 
Ayer & Son, Inc., who 
is the representative 
on the companies’ ac- 
count. 

For Ed Dunning en-_ 
joys a unique distinction: Far from be- 
ing a mere account executive, he is in 
reality the “common denominator” of a 
group which now invests close to one and 
a half million dollars annually in a com- 
mon national advertising pool, yet has 
no formal organization, elects no officers, 
maintains: no headquarters, has no name! 


E. R. Dunning 


Affable, modest Ed Dunning is the only 
“organization” in the project. 

This is the way it has been ever since 
the program got under way five years 
ago next month, when Ayer, as repre- 
sented by Mr. Dunning, was given the 
job of initiating the effort for 52 electric 
companies which originally subscribed 
to the idea. 

Mr. Dunning brought to the task a 
long and well grounded knowledge of 
advertising techniques. Born in Newark, 
he began his career as an office boy for 
the F. W. Dodge Corporation. In 13 
years with that organization, he rose to 
news editor of the firm’s construction 
reports, working at different times in 
New York, Pittsburgh and Chicago. 

From Dodge he went to Crowell Pub- 
lishing Company, first as an advertising 
salesman in Chicago, later becoming 
eastern advertising manager in New York 
for the Woman’s Home Companion. Six 
years later, in 1926, he joined Ayer as 
a representative. He served such ac- 
counts as Squibb, Cannon Mills, Rolls 
Royce and others. In 1934 he became 


a vice-president of the agency. 

Nothing in his long experience, how- 
ever, matches the unusual assignment 
he undertook for the electric companies 
in 1941. “This thing has been my hobby 
as well as my main job,” says Mr. Dun- 
ning. “There has been and is nothing 
like it in advertising, and it has been 
a real challenge in helping to chart its 
course. It is an outstanding example of 
the use of advertising as a tool of man- 
agement ... in this instance a No. 1 
public relations program.” 

Until the electric companies’ advertis- 
ing program came along, he points out, 
“people were accustomed to speak of 
‘my telephone,’ but you never heard 
them refer to ‘my electric lights.’ They 
took their lights for granted. Nobody 
recognized the need to sell people on 
their light service.” 

The Middle West Service Corporation 
conducted experiments in areas it served 
to see if it could change the public’s 
attitude toward business-managed power 
companies through straight-forward ad- 
vertising, and found that it could. Ed 
Vennard, vice-president of the firm, pro- 
posed in June of 1941 that the industry 
get together on a joint program of this 
kind. Fifty-two companies, mostly in 
grass-roots sections, joined up. Since 
that day the “electric companies’ adver- 
tising program,” as it is called for lack 
of any other name, has grown steadily 
and done an increasingly important job. 

Monthly management and copy meet- 
ings at which program decisions are made 
“work on the basis of a common de- 
mocracy—the majority rules, but the 
minority gets fair consideration.” 

In Mr. Dunning’s opinion, the 170 
electric companies are “doing a fore- 
front job for all industry” through a 
program which is “making people real- 
ize problems facing business-managed 
industry if there is further encroach- 
ment by government.” Nationalization 
of power, Mr. Dunning believes, “would 
be the first step toward socialization.” 

“Three years ago the man in the 
street thought that government owner- 
ship of the power companies would mean 
lower costs. It looks to us now, how- 
ever, as though there is greater appreci- 


ation of private power companies and a 
lessening desire for government control.” 
This change of attitude, Mr. Dunning 
feels, is due in no small part to the elec- 
tric companies’ effort to give the public 
“a constant, fair portrayal of facts about 
this business,” its efforts to improve 
service and to reduce costs. 

While Mr. Dunning devotes “the bulk” 
of his time to the power companies’ ac- 
count, he would be the last to claim the 
bulk of credit for its success. “I’ve a 
swell team behind me,” he declared, 
meaning his associates at Ayer. An in- 
dication of the staff’s interest, also, in 
the program is to be found in a mounted, . 
staff-autographed copy of an electric 
companies’ full-page advertisement 
standing on a table in Mr. Dunning’s 
office. 

The copy, which appeared in national 
magazines last February, featured a two- 
headed boy dropping pennies in a piggy 
bank. The boy pictured is 5-year-old 
Johnny Dunning. Ayer staffers, know- 
ing Mr. Dunning’s keen fondness of his 
young son, got Mrs. Dunning to bring 
the boy in from their Greenwich, Conn., 
home to pose for the picture. Papa found 
out nothing about it until the copy was 
prepared and ready to go. 

Johnny is one of four children. The 
Dunnings’ older son, Edward R. Jr., is 
a salesman with the World Broadcasting 
Company. One of their two daughters 
is married, and there are three grand- 
children. 

Ed Dunning is a brother of George 
Dunning of Boston, New England man- 
ager for the American Magazine. 

As for the future of the electric com- 
panies’ advertising program, the Ayer 
executive foresees expanded use of sev- 
eral media—‘“still larger use of maga- 
zines, special copy devoted to special 
groups, radio programs for greater audi- 
ences’—and possibly also the produc- 
tion of several movies for general dis- 


tribution telling the job the electric com- 


panies do in the public service. 

Ayer’s latest major acquisition for the 
electric companies was the signing of 
Phil Spitalny and his all-girl “Hour of 
Charm” for the “Electric Hour’ broad- 
casts during the coming fall and winter. . 


lhe Pay- OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


IS IT A GOOD POLICY TO CHARGE FOR A CATALOG? 


One of our readers has brought up 
the question of whether it is good policy 
for an advertiser to make a charge for 
his catalog. He writes as follows: 

“You and I know that no firm depend- 
ing upon the sale of its products would 
ask you to pay for the privilege of ob- 
taining a copy of their catalog. More 
likely, the legitimate advertiser would 
be glad to pay more for his advertising 
if the firms charging for their catalogs 
were eliminated. Either these people 
have nothing worthwhile to sell, or de- 
pend upon the revenue from the sale 
of their catalogs.” 

We have talked to several advertisers 
who make a charge for their catalogs 
to find out what their reasoning is on 
this matter. Here are some of the rea- 
sons advanced for making a charge for 
catalogs: 

1. It eliminates the curiosity seeker. 

2. It puts a value on the catalog, and 
hence the catalog will be saved for 
future reference. 

3. It helps cover the cost of the catalog 
or pays a portion of the advertising 
expense. 

4. The information given in many cata- 
logs is well worth the price of the 
catalog, and the prospective customer 
feels that it is good value. 

5. Many firms charging for their cata- 
logs offer credit certificates which are 
acceptable as cash on the first order. 
In that way, no actual charge is 
made for the catalog if the prospect 
becomes a customer. 


A survey among the firms shows that 
this practice of charging for catalogs is 
followed rather generally in the hcbby 
and home workshop field. For example, 
Albert Constantine & Son, Inc., 797 E. 
135th St., New York, issues an 80-page 
catalog of rare woods and home work- 
shop supplies, many of the pages in four 
colors. They formerly charged 10 cents 
for their catalog. After they raised the 
price of their catalog to 25 cents, they 
found they actually received more re- 
quests for catalogs at 25 cents than they 
did at 10 cents. In this particular case, 
the catalog is worth 25 cents to any 
man interested in home workshop sup- 
plies, because it is a valuable reference 
manual. In many publications, the total 
remittances received for the catalogs 
cover the cost of the advertising space, 
plus a good portion of the cost of the 
catalog. Since the price of their catalog 
has been increased to 25 cents, they have 
noticed an increase in the average sale 
from their catalog, as well as an increase 
in the percentage of inquiries turning 
into actual customers. 

Greenlee Tool Company, 2170 Colum- 
bia Ave., Rockford, Ill., features a handy 
calculator for 10 cents in their adver- 
tising. They have received thousands of 
replies and report that the charge for 
the calculator has not curtailed in any 
way the response to their offer. 

Do you feel that it is good policy to 
charge for catalogs? We would be glad 
to hear the experiences of our readers 
on this subject. 
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Decontrol to Be Lengthy 
Process, OPA Indicates 


Although Congress talked about 
the need for prices which will en- 
courage production, manufactur- 
ers are rapidly learning that the 
new price control bill legislates 
higher prices for distributors and 
bigger headaches for producers. 

While auto, radio and other 
durables distributors automatic- 
ally get higher markups, manu- 
facturers who struggle with labor 
and materials costs must sweat 
out a two to three months’ appeals 
process to get relief when OPA 
objects. 

As OPA enters the “last of the 
ninth,” Price Administrator Paul 
Porter promises the law will be 


By STANLEY E. COHEN, Washington Editor. 


administered as Congress wished, 
and that decontrol of non-essen- 
tials will move rapidly between 
now and Dec. 31. 

Yet it is disturbing to hear Mr. 
Porter lament that OPA is now 
bound by an inflexable act, im- 
plying inevitability of round- 
about procedures and complicated 
report forms for those who object 
to their status between now and 
midnight June 30, 1947. 


* * * 


If those oft-rumored ware- 
houses of surplus government- 
owned newsprint and calendar 
paper exist, so far no one has dis- 
covered them. The Government 
Printing Office has claimed mis- 
cellaneous lots of paper that have 


been offered. But so far the War 
Assets Administration has not had 
standard newsprint, book paper or 
roller stock in quantity. 

* * * 

With the dawning of peace, 
federal agencies have pared down 
the number of questionnaires in 
circulation from a wartime peak 
of 6,200 on Jan. 1, 1945, to 5,000 
on March 31, 1946. We don’t know 
whether to laugh or cry, how- 
ever, for this weeding out ac- 
counted for about half the war 
agency forms, indicating that most 
of the remainder belong to agen- 
cies that are here to stay. 

* * * 

They are still rubbing their eyes 
at the FTC, after waking up one 
morning to learn that Congress, 
in its wisdom, had unexpectedly 
selected the commission as the of- 
ficial agent of the government to 
guard against registration of fraud- 
ulent or monopolistic trademarks 
under new trademark law. A 
special committee headed by FTC 
General Counsel William Kelley 
is trying to determine why FTC 


The June 1946 issue of SOUTHERN AGRICULTURIST— 
and every issue since—has exceeded 1,000,000 net paid 


circulation. 


The latest Publisher’s Statement for SOUTHERN 
AGRICULTURIST shows 1,012,185 for the June issue—and 
for the six month period ending June 30, 1946 SOUTHERN 
AGRICULTURIST leads all farm magazines in coverage of 


MORE THAN 


ILLIO 


NET PAID CIRCULATION 


the 16 Southern states. 


Alert, progressive editing has made SOUTHERN 
AGRICULTURIST the South’s first choice magazine—and 
thus, the primary medium for carrying your advertising 
messages to the best farm customers in the NEW South. 
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received the honor, and how many 
additional lawyers will be needed 
to exercise it, 

eo * * 

As the legislative clock swung 
toward adjournment, Rep. Comp- 
ton White rushed to the desk with 
a bill authorizing “the Shafer 
Prosperity Plan.” This project, 
which has been discussed by pre- 
vious Congresses, authorizes a 
$100,000,000 advertising fund, with 
the Department of Commerce 
spending $4,000,000 and each state 
$2,000,000 to develop markets here 
and abroad. 

oo k * 

Turning of the tide for Robert 
M. Littlejohn, new War Assets 
Administration head, came last 
week when he took the bull by 
the horns and ordered the staff to 
stop calling him “General,” and 
stop calling each other by their 
late, well-merited military titles. 
Converting into civvies himself, he 
proceeded with a series of busi- 
nesslike orders designed to wipe 
out the red tape that had ensnared 
a setup where everyone was busy 
calling everyone else ‘Colonel.’ 

* * * 

Gen. Omar N. Bradley began 
his second year at the Veterans 
Administration by. setting up a 
post exchange system which will 
bring cigarets and other items to 
V. A.’s 90,000 hospital patients at 
lower prices. Set up by F. R. 
Kerr, former Army PX chief, Vet- 
erans Administration PX’s replace 
the concessionaire system, and are 
subject to safeguards which will 
prevent them from competing 
with local retailers, 


Marion Law Opens Office 


J. Marion Law, formerly pub- 
lic relations director of the Ed- 
ward G. Budd Mfg. Company, 
Philadelphia, and more recently 
with J. M. Mathes, Inc., New York, 
has established a public relations 
office at 1208 Hearst building, San 


Francisco. He will specialize in 
servicing accounts for eastern 
agencies. Before entering public 


relations in 1937, Mr. Law was on 
the editorial staff of the San Fran- 
cisco Call-Bulletin. 


Starts Flintmix Drive 


J. J. Marshall & Associates, Van- 
couver, B. C., has launched a 
newspaper campaign, using daily 
and weekly papers, to promote 
Flintmix, a new product with 
which the homemaker can pave 
his own driveway, path or side- 
walk. O’Brien Gourlay Ltd., Van- 
couver, is the agency. 


ESTY EXECUTIVES — William Esty & 
Co., New York, has promoted James 
J. Houlahan (left) to executive vice- 
president of the agency, and Julien 
Field (center) and James Martindale 


(right) to vice-presidencies. Mr. Hou- 
lahan for the past five years has been 
vice-president and assistant to the 
president. Mr. Field and Mr. Martin- 
dale have been group heads in the 
copy department for several years. 


Frederick Named 
Sales Promotion 
Ad Chief at CBS 


New YorK—David Frederick, 
former editor and publisher of 
Tide, has been appointed director 
of sales promotion and advertis- 
ing of Columbia Broadcasting 
System, succeeding Paul Hollister, 
who resigned several months ago. 
Mr. Frederick will assume his new 
duties tomorrow (Aug. 20). 

CBS at the same time announced 
that William Golden, its art di- 
rector, has been named associate 
director of sales promotion and 
advertising. 

Mr. Frederick, a 37-year-old 
native New Yorker, became editor 
of Tide in 1936 and publisher in 
1938, continuing in that position 
for five years. Earlier he spent 
seven years in the Boston bureau 
of the Associated Press and on 
the Boston Herald-Traveler in 
various editorial capacities. 

During the war Mr. Frederick 
served as a director of war pro- 
grams for the OWI in Washing- 
ton, directing many wartime do- 
mestic information campaigns 
which used all media. 

Mr. Golden, a former art editor 
of House & Garden, joined CBS 
in 1937. He recently returned to 
his network post as art director 
following nearly four years of 
military service. 


Appoints Mayer 

Harold H. Mayer, manager of 
Station WSTC, Stamford, Conn., 
has been appointed to the execu- 
tive board of the Mayflower group 
of 27 northeastern broadcasters. 
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Four Star Climbs 
Toward Top Among 
Platter Pressers 


Record Producer 
Started with One 
Artist, One Record 


HoLLywoop—A virtual infant 
among record makers, Four Star 
Records, Inc., is climbing rapidly 
into the top brackets of the plat- 
ter-peddlers with a growing con- 
tingent of artists and complete 
“raw material to finished prod- 
uct” facilities. 

The Hollywood organization got 
its start with one artist and one 
recording. This lone recording was 
Cecil Gant’s famous “I Wonder,” 
put out under what was known as 
the “Gilt Edge” Label, now a col- 
lector’s item. Without any or- 
ganized distribution “I Wonder” is 
reported to have sold more than 
a million records. Part of the na- 
tional demand has been traced to 
rail porters who carried records 
with them, popularizing the lone 
“Gilt Edge” recording. Demands 
rose and the company found itself 
obliged to make records on re- 
pressed scrap, and even on paper 
to satisfy the deluge of mail order 
demands and inquiries that came 
in from all parts of the country. 


Moved Into L A Field 


During 1945, the company, then 
owned by Richard A. Nelson, 
commenced its drive into the 
Latin-American field under the 
Four Star label with recordings 
by Juan Florer and shortly after 
that invaded the field of Western 
music with Texas Tyler, vocalist. 

Early in 1945, Four Star began 
its drive to own completely all 
necessary machinery for making 
records. It has successively pur- 
chased a milling plant, a plating 
plant and pressing facilities until 
by. April, 1946, the “raw material 
to finished product” goal had been 
achieved, 

Currently, Four Star has under 
contract one of the largest list- 
ings of artists by an independent 
record maker. The list includes 
such musical notables as Henry 
Busse, Al Donahue, Trudy Erwin, 
Joan Barton, and others. 


Ownership Changed 


A syndicate headed by Clifford 
C. McDonald, formerly an engi- 
neer for Decca, recently bought 
out Richard Nelson’s holdings. 
Harry Fox is general manager of 
Consolidated Record Distributors, 
handling world-wide distribution 
of the Four Star recordings. 

Promotional plans include half 
page ads in Billboard, Coin Ma- 
chine Review, Downbeat, Holly- 
wood Reporter, Record Retailing 
and Variety. Consumer publica- 
tions to be used include publica- 
tions of Hillman Periodicals, Ideal 
Women’s Group and Dell. Dealers 
are also offered point of sale ma- 
terial including streamers, counter 
cards, catalogs and brochures. 

Pardee, Cash & Associates, Hol- 
lywood, is the agency. 


Dalzell Joins Highton 


John H. Dalzell, who has been 
in the publications division of 
Worthington Pump & Machinery 
Corporation, has been named vice- 
president in charge of sales pro- 
motion and expansion activities of 
Alex. G. Highton, -Inc., typog- 
rapher and graphic arts counsel, 
Newark, N. J. 


Nathalie Frank Named 


Nathalie D. Frank, research 
librarian of Geyer, Cornell & 
Newell, New York, has been 


named .chairman of the New York 
chapter advertising group of the 
Special Libraries Association. 


Roy Cowan Joins 
Taylor-Howe-Snowden 


Roy Cowan, president of the 
Southwest Printing Company, 
Dallas, who was released from the 
Army air forces as a lieutenant 
colonel last fall, has joined Tay- 
lor-Howe-Snowden Radio Sales as 
head of its New York office. He 
succeeds Jack Keasler, who has 
returned to WOAI, San Antonio, 
with which he was earlier associ- 
ated, as commercial manager. 

. Cowan, who continues to 
head the Dallas printing firm, is 
well known in southwest radio 
circles. Before the war he headed 
a radio production outfit, Roy 
Cowan Company. T-H-S Radio 
Sales, with headquarters in Ama- 
rillo, represents 23 stations in mid- 
central and southwestern U. S. 


Names Donahue & Coe 

Cannon & Co., Atlanta, manu- 
facturer of toys and novelties, has 
appointed Donahue & Coe, New 
York, as its agency. Copy for 
Cannon-Craft plastic molding sets 
is being placed in national hobby 
and homecraft magazines. 


Bond Sales Up 
in July, With 
About Half ‘E’s 


WASHINGTON — The June - July 
drive for U. S. savings bonds re- 
sulted in sales totaling $1,324,000,- 
000, the Treasury reported in ac- 
knowledging $5,000,000 of media 
and advertising support. 

July sales, totaling $753,000,000, 
were the highest for any month 
of 1946, according to Vernon L. 
Clark, national director of the 
savings bond division. 

Of the $753,000,000 of July sales, 
however, only $386,500,000 were 
E bonds. Redemptions during the 
month were $442,196,000, 20% be- 
low March, the peak redemption 
month. 


WTRY to Join CBS 

Station WTRY, Troy, N. Y., will 
join the Columbia Broadcasting 
System Jan. 1. The 1,000-watt 
station operates full time at 980 kc. 
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The unique service offered by the Plain Dealer 


the best customers for your particular product 


call or write your P.D. representative for an 


appointment to receive this individualized service. 


TO HIT 


NOW YOU CAN CALL YOUR SHOTS 


BUYING POWER AREAS 


an mniieniianiaiesamen ee 


Market Survey department takes the guess work 


out of your marketing program. It tells you where 


are located and how much they buy. If you want 


to call your sales shots in Ohio’s richest market 
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CLEVELAND PLAIN DEALER = 


LEFTISTS BEATEN IN FRENGA ELECTION 
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The Plain Dealer is Enough 
—if You Use It Enough 


The P. D. 2-in-1 market 
(Greater Cleveland plus 
the 26 adjacent counties) 
gives. you QOhio’s two 
richest markets at 
one low cost. 


CLEVELAND 


PLAIN DEALER 


Established tn 1842 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
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Coumuutaa Employe ‘Ad 
Talks’ Used by Republic 


Plant-City Series | the company, its operations and 
| methods. 
Follows Survey of The ads are appearing in cities 
Workers’ Problems }and towns where Republic has 
plants, warehouses, mines or of- 
CLEVELAND—Republic Steel Cor- | °¢S—Wwherever the company may 
poration believes that it can im- | PP vg og on Snparem Sh 
prove employe and public rela- ere pons eresting fact is that 
; : é . |a serious attempt is being made 
tions by doing an honest, intelli-| +, -each workers, as demonstrated 
gent job of telling its own story. | jn Chicago. Meee mone of the 
As part of a long-term program | jarge-circulation dailies are being 
of public and employe education, 'used, but copy is appearing in the 
Republic is running a series of | Daily Calumet and Calumet Rec- 
large-space ads explaining its op-t ord, with circulations concen- 
erations, which it expects to aug-| trated in the South Chicago area 
ment and continue indefinitely. | where most of the Republic work- 
There is no high-pressure selling|ers live, and in the “Southeast 
in the ads. On the contrary, copy | Economist’ and “Southtown Econ- 
is based on conservative factual| omist,’ important shoppers which 
statements and is designed to tell; also circulate on the city’s south 
a complete background story on/| side. 


In most other areas, however, 
the city’s major newspapers are 
used, as in Cleveland, where the 
public relations ads are appearing 
_in the News, Plain Dealer and 
|Press. In addition, the ads, with 
a special explanatory box, are 
running in Wall Street Journal, 
Chicago Journal of Commerce and 
Editor & Publisher. In all, about 
45 publications are being used. 

While all copy is built primarily 
to be read by Republic workers, it 
is also designed to appeal to all 
citizens of the community who 
may read it over workers’ should- 
ers, so to speak, and thus develop 
a broader recognition of the im- 
portance of Republic Steel to these 
communities. 

The copy to date has dwelt, and 
will continue to dwell, on the chief 
interests of employes as brought 
out in opinion polls and surveys. 
In these studies it was found that 
workers are most interested in the 
security of their jobs. They like 
to have a sense of pride in the 
company they work for, and they 


'want to feel there is a chance 


NATIONALLY REPRESENTED BY THE HEARST 


‘For More Than Half a Century, 


i 


ADVERTISING SERVICE 


| 4 
Zz 


10 keep all hinds of businesses prosperous by che money they spend... how they 
hclp to make this a bigger, berecr city 


| 


FOR WORKERS—One of a continuing 

series of employe-public relations ads 

which Republic Steel Corporation is 

running in newspapers of some 50 cities 

in which Republic mills, mines and of- 
fices are located. 


for advancement. These desires 
show up at the head of the list. 


Takes Up Each Subject 


The first ad embodying the 
security message was headed, “A 
home ...a car... bills paid 
... money in the bank.” And the 
copy emphasized that the chances 
of steady employment by Republic 
Steel were better than almost any- 
where else; that the world can’t 
get along. without steel and that 
Republic is constantly working to 
increase sales and win new mar- 
kets. 

The first ad showing opportun- 
ity for advancement indicated how 
the present top officers had 
climbed to their present positions, 
under the heading, “These men 
all started at the bottom.” The 
artwork pictured the offices of the 
chairman of the board, the presi- 
dent, and vice-presidents. “It’s a 
long way from the bottom to the 
top at Republic Steel,” said the 
copy, “yet the men who hold such 
top jobs today ... started at the 
bottom.” 

And the first ad designed to in- 
still greater pride in the company 
was labelled, ‘My dad works at 
Republic Steel.” The accompany- 
ing artwork showed Mary brag- 
ging about this fact to one of her 
neighborhood chums, and offering 
the information she had learned 
from her father. Said the copy, 
“Some things Mary’s father told 
her, for example, were that Re- 
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public is the nation’s third largest 
steel company .. . that Republic 
has 86 plants, mines and ware- 
houses with nearly 60,000 people 
working in them that Re- 
public makes and sells more fine 
special steels than any other com- 
pany in the world.” 


To Carry On Indefinitely 


Four ads have appeared to date. 
The succeeding copy will continue 
along the same line, endeavoring 
to bring a better understanding 
of the company’s position and 
policies and its general attitude 
toward its employes. The com- 
pany realizes that such an edu- 
cational program cannot be car- 
ried out over aé_e short period. 
Rather it is a long-range and 
continuous program for the 
months and years ahead. 

As indicated, these are delib- 
erately low pressure ads in which 
the company talks quietly and 
simply, endeavoring to get over 
one point at a time. It plans to 
take up the things of greatest 
interest to Republic employes and 
the things that workers may not 
understand about their company, 
their share of the profits, the 
stockholders’ share, the stake the 
organization has in its employes, 
and their stake in the company. 

Through its long term pro- 
gram, Republic confidently ex- 
pects to bring about a steady im- 
provement in its employe rela- 
tions and in its relations with 
the communities in which it op- 
erates. Just what the communi- 
ties gain from Republic operations 
will be brought out in terms of 
payroll totals, tax payments, em- 
ployment, and general community 
welfare. 

Republic advertising is handled 
by Meldrum & Fewsmith, Cleve- 
land. 


Ace Joins CBS 


The man whom advertisers and 
agencies will consult if they are 
thinking of comedy or variety 
shows on CBS is Goodman Ace. 
He will join the network Sept. 3 
in an executive capacity as “sup- 
ervisor of CBS comedy and vari- 
ety programs.” His “Easy Aces,” 
heard on networks for 14 years, 
was last aired over CBS stations 
in 1945. 


Agency Changes Name 

Associated Business Consultants, 
Winona, Minn., agency, has 
changed its name to G. J. Bas- 
singwaite & Associates. 


TEST IT 


features for 
Two of the 


circulations" 


FALL RIVER! 


Fall River is a compact, self-con- 
tained market that offers unusual 


manufacturing and merchandising 
‘greats’ have recently concluded 
highly successful tests in this area. 
TEST YOUR NEW PRODUCT in Fall 
River — and enjoy "one of the 
highest concentrations of newspaper 


Fall River Herald News. 


FALL RIVER HERALD-NEWS 


IN 


testing new products. 
country's outstanding 


in America —in the 


ss BALL RIVER, MASSACHUSETTS —t*™ 


New York 


Represented Nationally by KELLY-SMITH Co. 
Philadelphia Chicago Detroit Boston Atlanta San Francisco 
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Co-op Programs 
Called ‘Radio 
Testing Ground’ 


NEw YorK—Cooperative pro- 
gramming, the comparatively re- 
cent development in broadcasting 
which permits a local advertiser 
to sponsor a network program 
locally, not only is “here to stay,” 
but affords “an ideal testing 
ground” for new techniques and 
developments and will find in- 
creasing use, in the opinion of 
Adrian Samish, vice-president in 
charge of programs of the Ameri- 
can Broadcasting Company. 

Discussing program trends be- 
fore the Export Advertisers Asso- 
ciation here, Mr. Samish said: 

“Through cooperative activity 
the local station and the local 
sponsor can present a quality pro- 
gram at a price they can afford. 
A department store can, and 
within the limits of its budget, 
say: ‘The Blank Station now 
takes you to Washington for Ray- 
mond Swing.’ 


Makes Big Names Possible 


“Banding together to share 
costs, a hundred stations, on be- 
half of local clients can present 
a sports program with a national 
figure such as Harry Wismer, or 
a dramatic program with star 
players, at only a fraction of the 
cost such a program would en- 
tail if they tried it by themselves, 
and could gather the ialent, which 
is doubtful. 

“The second major factor in- 
volved. in co-op programming is 
the opportunity it presents for 
national advertisers to cover test 
markets or to present a program 
of national quality in regional 
markets. Time on a single station 
may be purchased to determine 
whether or not radio will sell the 
client’s goods, or a region where 
sales are weak can be blanketed 
by the purchaser of a co-op on 
all of the stations in that region, 
while still another sponsor or 
several sponsors may purchase the 
program in other areas.” 

Mr. Samish said that while news 
and commentaries have been the 


“standard fare” of co-op shows 
until recently, other types of pro- 
grams, such as dramas and sports 
broadcasts, can and will be suc- 
cessfully aired on the cooperative 
plan. As example he cited ABC’s 
“Ethel and Albert,” and _ the 
“Powers Charm School of the 
Air.” 


Effects Power Boost 


Station KMPC, Los Angeles, is 
now operating on an increased 
power of 50,000 watts, by authori- 
zation of FCC, thereby becoming 
one of the three 50,000-watters in 
southern California. According 
to Robert O. Reynolds, general 
manager, construction plans for a 
50,000-watt transmitter will be- 


‘gin immediately, with full opera- 


tion scheduled for the early part 
of 1947. 


Sponsors Sports 

General Petroleum Corporation, 
Los Angeles, will sponsor a 30- 
minute sports round-up by Sam 
Hayes on the NBC western divi- 
sion regional network, effective 
Sept. 9. Smith & Drum, Los An-| 
geles, is the agency. | 


P&G Net Up, Sales Down 


Procter & Gamble Company, 
Cincinnati, has reported an in- 
crease in net profits and a drop 
in sales for the fiscal year ended 
June 30. Net earnings increased 
from $19,512,314 to $21,263,669. 
Sales decreased from $352,336,633 
to $319,425,797. 


Readies Home Heater 


Stewart - Warner Corporation, 
Chicago, has plans under way for 


heating unit, expected to be mar- 
keted in limited numbers toward 
the end of this year. It incorpor-| Army Boeing B-50, North Ameri- 
ates certain principles of S-W’s|can P-82-E and Navy Lockheed 
South Wind aircraft heating|P2V-2. The South Wind division 
equipment, which the company is |is in Indianapolis. 


now making for Boeing Strato- 
cruiser, Martin 202, Lockheed 75, 


10 
N. MICHIGAN 


fall production of a small home 
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Starting with the October issue, exporters can ad- 
vertise in the only international English-language 
magazine to offer readers full coverage of America’s 
current technical and industrial developments. 

McGRAW-HILL DIGEST is a crisp, stimulating 
summary of the world’s best industrial and tech- 
nical knowledge digested from the other 26 current 
McGraw-Hill magazines and books. Its successful 
editorial formula, already tested in key foreign mar- 
kets, was developed as a result of more than two 
years’ experience publishing the McGraw-Hill Over- 
seas Digest for U.S. Armed Forces. 

McGRAW-HILL DIGEST advertisers will make 
effective contacts with a selected audience of 20,000 
industrialists, engineers, technicians and business 
men in all parts of the world. 


Limited advertising space is available in early 
issues—one-time page rate $400, 12-time rate $320. 
Four-color cover rates—2nd and 3rd $600, 4th $700. 
Call or write for rate card and additional information. 


November issue closing 
September 26th! 


A McGraw-Hill Publication + 330 West 42nd Street, New York 18, W.Y¥. 
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Chicago Ad Clubs 
Line up Speakers 
for Ad Course 


Cuicaco—Many top advertising 
men and women will lecture here 
this fall and winter in an advertis- 
ing course sponsored by the Chi- 
cago Federated Advertising Club 
and Women’s Advertising Club of 
Chicago. 

The course opens the second 
week of September, with lectures 
to be heard at Kimball Hall. It 
will include tours of radio sta- 
tions, newspaper plants, engrav- 
ing plants and other points. Lec- 
tures and post-course .clinics will 
cover a wide variety of sales train- 
ing, selling, writing, media, pro- 
duction and other subjects. 

Speakers will include: 

Hays MacFarland, president, 
MacFarland, Aveyard & Co.; Wil- 
liam E. Bennett, national retail 
advertising manager, Sears, Roe- 
buck & Co.; Dan Smith, art di- 
rector, Poole Brothers; George 
Heiland, production manager, 
Foote, Cone & Belding; Sidney 
Wells, vice-president and art di- 
rector, McCann-Erickson; Kay 
Ratto, fashion director, Merchan- 
dise Mart; Kay Rowell, basement 
advertising manager, Marshall 
Field & Co.; Nelson J. McMahon, 
president, O’Neill, Larson & Mc- 
Mahon; W. L. Stensgaard, presi- 
dent, W. L. Stensgaard & Asso- 
ciates; Elaine Norden, Campbell- 
Mithun; J. Robert York, western 
manager, Bureau of Advertising; 
Robert B. Barton, Batten, Barton, 
Durstine & Osborn. 

Also: Samuel Penfield, Curtis 
Publishing Company; H. H. Sim- 
mons, manager of advertising and 
sales promotion, Crane Company; 
Esther Latzke, director of con- 
sumer service, Armour & Co.; 
Sterling Peacock, vice-president, 
N. W. Ayer & Son; Alex Rogers, 
advertising manager, Libby, Mc- 
Neill & Libby; Lionel Moses, trade 
extension division, The American 
Weekly; Paul McClure, National 
Broadcasting Company; Carl 
Sundberg, National Transitads; 
A. J. Cusick, General Outdoor Ad- 
vertising, and A. H. Motley, presi- 
dent, Parade Publication. 


Galbraith Appointed 

R. Gordon A. Galbraith has 
been appointed general sales man- 
ager of the Canadian Street Car 
Advertising Company, Toronto. 


SCHOOL TEACHER 
are always in the public eye 


Looked up to in their own communi- 
ties, school teachers are always public 
characters. They have a vast influence 
in matters of conduct, dress, of think- 
ing. They are oracles of wisdom to 
school kids who often accept the 
teacher before the parent, ‘““Teacher 
says so,” they say. 

Your story of product or business 
or ethics will find an open acceptance 
from the 710,000 teachers who are 
subscribers to State Teachers Maga- 
zines. Get the whole story from State 
Teachers Magazines, 307 North 
Michigan Avenue, Chicago 1. 


Georgia C. Rawson, Manager 


Reaching America’s Most Influential Market 


State Teachers 


MAGAZINES — 
710,000 Subscribers 


Appoints Ingraham 

Jess Ingraham, formerly adver- 
tising manager of Westways, has 
been appointed national adver- 
tising manager of Pacific Path- 
ways, which recently moved its 
offices to 114 W. Eighth St., Los 
Angeles 14. 


Sonnell Appoints Peck 


Peck Advertising Agency, New 
York, has been appointed to 
handle the advertising of Sonnell 
Publishing Company, Los Angeles. 


‘Holland’s’ Makes 
Personnel and 
Policy Changes 


DaLLas—Texas Farm & Ranch 
Publishing Company, publisher of 
Holland’s Magazine, has _ an- 
nounced personnel changes affect- 
ing five of the company’s execu- 
tives, and indicated that there will 
shortly be policy changes enabling 
Holland’s Magazine “to bring the 


picture of the new South into 


sharp focus.” 

J. T. Griscom has been elected 
president of the company while 
Brownlee O. Currey has been 
named chairman of the board. 
Mrs. Charleen McClain, formerly 
assistant managing editor of 
Southern Agriculturist, Nashville, 
Tenn., has been named managing 
editor to succeed T. Tom Mann, 
who has been appointed assistant 
general manager. Jim G. Bray 
has been named circulation man- 
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ager to suceeed- J. F. Kempton Jr. 
who died last May. 

The company also _ publishes 
Farm & Ranch. 


Promoted by Universal 


Winthrop Warren, who has been 
with Universal Winding Company, 
Providence, for 27 years, has been 
appointed domestic sales man- 
ager. He has been New England 
sales representative for the past 
10 years. T. L. Cotter continues 
as executive sales agent. 


An association of 42 state teachers magazines 
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Walser Joins KCMO 


Glenn Walser, formerly with 
NBC’s central division sales pro- 
motion department in Chicago, 
has joined the sales department 
of Station KCMO, ABC outlet in 
Kansas City, Mo. 


Kiekhofer Heads Eclipse 


Benjamin A. Kiekhofer has been 
elected president of Eclipse 
Moulded Products Company, Mil- 
waukee, succeeding E. G. Eng- 
man, who has resigned. 


Helper’ Appoints 

Bakers’ Helper, Chicago, has ap- 
pointed Bob Wettstein, 816 W. 5th 
St., Los Angeles 13, to handle the 
publication’s West Coast terri- 
tory. He covers Arizona, Cali- 
fornia, Washington and Oregon. 


Hofheimer’s to Berger 


Hofheimer’s, Inc., retail shoe 
chain, has appointed Alfred Paul 
Berger Company, New York, to 
handle national magazine adver- 
tising. 


‘Electrocuter’ 
Mousetrap Is Set 
for Major Drive 


Dayton—Ratchford Engineered 
Products next month will begin a 
campaign in national magazines 
for the Electrocuter, a new, com- 
pact electrical mousetrap retailing 
at $1.35. 

Ads will run in at least two na- 


tional weeklies, in most shelter 


magazines and leading women’s 
magazines at first. Ads to retail 
and industrial users will follow 
later in business papers. Behel & 
Waldie & Briggs, Chicago, is the 
agency. 

Copy will stress the neatness 
and cleanliness of the Electrocuter. 
Mice are thrown clear from the 
trap because of muscular reaction 
to the shock. Traps need be baited 
only once, as a rule, and can be 
set merely by attachment to ordi- 
nary extension cords. The trap is 
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not dangerous to humans. 

First promotion of the trap 
comes during August, however, 
with ads of the Fair Store, Chi- 
cago, scheduled in local papers 
and in Capper’s Weekly, New 
York News and Popular Mechan- 
ics, through Ivan Hill, Advertis- 
ing. The Fair will be first to in- 
troduce the device, to which it has 
exclusive sales rights in Chicago 
until October. 


Start Jones & Luhrs 


Spencer Jones, advertising con- 
sultant, and Victor Luhrs, spe- 
cialist on copy and layouts, have 
organized Jones & Luhrs, 122 E. 
42nd St., New York 17. They will 
offer a service for the preparation 
ef industrial and consumer sales 
promotion literature. : 


R. P. Davey Changes 


Robert P. Davey, formerly dis- 
trict sales manager of Burry Bis- 
cuit Company, Pittsburgh, has 
become a partner in Thomas M. 
Bratton & Co., Buffalo food 
brokerage concern. 


Ana why not? There’s nothing so unusual about a cow on a radio 
program—when it’s Jim Chapman’s Modern Farmer. Jim not only knows 


how to talk about cows but how to talk to them. 


For that matter there’s very little about agriculture that Jim doesn’t know. 
A Kansas farm boy, he has worked side by side with farm folks all his 


life and he knows their problems from “spring plowin’ to Saturday night”. 


When Jim Chapman became WTAM Farm Director, a year ago, he already 
had nine years of farm broadcasting behind him. As The Modern Farmer 
he has brought to Northern Ohio a program of lasting service and real 
interest. Interviews with agricultural experts, market reports, news head- 
lines, farming tips and music are the highlights of The Modern Farmer 
program presented each Monday through Saturday from 6 to 6:45 A.M. 


Jim Chapman is just one of the many local personalities at WTAM who 
have built such devoted audiences in Cleveland and Northern Ohio that 


sponsor-loyalty just naturally follows. 


teres 


FIRST IN CLEVELAND 


50,000 WATTS 
Represented by NBC SPOT SALES _ 


THE NATIONAL BROADCASTING COMPANY 
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-_ EASYNEWWAY | 
TO “SET” YOUR OWN 
'YPE HEADINGS 

—— ee 


Each transparent plastic sheet of presto- 
type contains the alphabet, numerals 
and punctuation marks of one size and 
type face in a sharp, opaque black er 
white that will reproduce perfectly. 


In preparing your copy you simply score 
around the presto-type character with a 
razor blade, lift it up and place it in 
position directly on your copy. The letter 
will adhere instantly without any rub- 
bing or pressure but still can be lifted 
several times and replaced for correct 
position and desired letter spacing. 


@ presto-type gives you the flexibility of 
costly hand lettering at a fraction of 
the cost. 


@ presto-type is especially useful for 
snapping up typewritten offset copy. 


@ presto-type requires no skill or expe- 
rience—anyone can ‘‘set’’ presto-type 
headings in a jiffy. 


ONLY 75c per sheet 


A large selection of beautiful type faces 
available to suit your every need. Write 
today for descriptive 


@) folder and type chart toe 


Arruvre Brown « sro, inc. 
67 West 44th St., New York 18, N.Y. 
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Bruce to American Pad 


Donald E. Bruce has been ap- 
pointed sales manager of Ameri- 
can Pad & Textile Company, 
Greenfield, O., a subsidiary - of 


Portable Products Corporation, 
Pittsburgh. He has been sales 
manager of another’ Portable 


Products subsidiary. 


Cagney Names L&M 
William Cagney Productions, 

Inc., has appointed Lennen & Mit- 

chell, New York, to handle all 


newspaper, magazine and radio 
advertising for its movie releases. 
First to be promoted by the 
agency will be “The Stray Lamb,” 
starring James Cagney, which will 
go into production next month. 


Issues Color Chart 


The color laboratories division 
of Container Corporation of 
America, Chicago, is offering a 
large chip edition of the “Color 
Harmony Manual” to supplement 
the original manual brought out in 
1942. The new edition includes 12 


handbooks containing 680 movable 
color chips one inch square, which 
may be arranged for study in cir- 
cular or linear series, and a 24 
page text explaining the basic 
Ostwald principles of color order, 


Kleiman Agency Moves 


Frederic R. Kleiman Advertis- 
ing, Chicago, has moved to new, 


larger offices at 32 W. Randolph | 


St. New personnel are Ekip Hal- 
lalf, production manager, and 
Phyllis Landerman, media. re- 
search. 


| Karl T. Compton, 
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TEASER—At the right is the picture that “couldn't be printed" in the empty 
space across the way. The shadowy halftone illustration for Seamprufe slips is 
appearing in the August issue of Harper's Bazaar and the September issue of 
Vogue, and the teaser referring to it ran July 18 in Women's Wear Daily. 


Boston Conference 
Sets Oct. Program 


The annual Boston Conference 
on Distribution to be held this 
year on Oct. 14 and 15 at the 
Hotel Statler, Bosfon, recently 
announced speakers and subjects 
for its appraisal of economic 
trends affecting distribution. 

Speakers include Spruille 
Braden, Assistant Secretary of 
State, “Inter-American Trade Re- 
lations and Arbitration”; Alfred 
Schindler, Under Secretary of 
Commerce, “Barriers to the Free 
Flow of Trade”; Arthur Hays 
Sulzberger, publisher of the New 
York Times, “The Role of a Free 
Press”; Winthrop W. Aldrich, 
chairman, Chase National Bank, 
“International Economic Policy 
and the Future of Business”; Dr. 
president of 
Massachusetts Institute of Tech- 
nology, “Organization for Re- 
search”; Dr. Allen B. DuMont, 


president, Allen B. DuMont Lab- 


oratories, “Television and the Fu- 
ture of Distribution”; A. C. Niel- 
sen, president, A. C. Nielsen Com- 
pany, “The Trend in Scientific 
Market and Product Research,” 
and James Parton, promotion 
manager, Time-Life International, 
“Raising the Sights on Export 
Advertising.” 


Zibman Adds Account 


David Zibman Advertising, Phil- 
adelphia, has been appointed to 
handle the advertising of Ameri- 
can Metal Specialties Corporation, 
Philadelphia, maker of metal home 
furnishings, toys and other items. 
Consumer and business publica- 
tions will be used. 


Brott to Eddie Albert 


Willis H. Brott has resigned as 
general sales manager of Armour 
Research Foundation, Chicago, to 
become vice-president in charge 
of sales for Eddie Albert Produc- 
tions, Hollywood. 


(in English) 


North and Central India constitute half the Indian 
Continent, and take their due share of your exports. 
The HINDUSTAN TIMES (in English) and HINDU- G 
STAN fle Hindi) are most widely read Dailies in the 
en . in Delhi Province, in the Punjab 

-West ontier Province, the United 
Provinces, Central India and the Central Provinces, 
and the whole of Rajputana. These include the his- ¢ 
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Hindustan 


(in Hindi) 


| In this vast area, the HINDUSTAN TIMES and HINDUSTAN have an extensive readership 


among the middie and upper classes, to whom the papers’ vigorous Nationalist policy, 


| up-to-the-minute news service, and modern standards of production make a ready appeal. 


All these readers are potential purchasers of a wide range of manufactured goods. Attract 
— HINDUSTAN product through the advertising columns of the HINDUSTAN TIMES 
an ° 


Rates, specimens and full particulars from: 


The HINDUSTAN TIMES LTD.., 


2/3 Salisbury Court, Fleet Street, London, E. C. 4. 
Cables: Hintimes London 
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Simmons Expects 
Dealer Promotion 
for New Blanket 


Cuicaco— The Simmons Com- 
pany, maker of Beautyrest mat- 
tresses and a host of other sleep 
items, watched happily while 
Chicago department stores early 
this month unleashed copy- boost- 
ing Simmons’ new “electronic” 
blanket, and prepared to unlimber 
its national advertising guns in a 
magazine campaign beginning in 
September in Life and The Satur- 
day Evening Post. 

Full color spreads in the two 
magazines will extend through 
October and November. During 
November and December there 
will be additional copy in Ameri- 
can Home. and-Better Homes & 
Gardens. 


Although Simmons plans no co-| 
in news-. 


operative dealer copy 
papers, it made clear to dealers 


the fact that Simmons expects, 


them to do something along pro- 
motional lines. However, Sim- 
mons insists that dealers are not 
committed to 


projects concerning the blanket. oy 
Mats, layouts and other promo- i 
tional help are available. or 
In contrast to General Electric, | a 
which is selling its electric blanket | a 
along with other G-E appliances ON THE B A ] / : 4 
in appliance sections of depart- a 
st : Bill Veeck a 


any promotional 


ment stores, Simmons is scattering | 


its supply, shooting for repre- President, Cleveland 
sentation in bedding, blankets and Indians... young dynam- 
appliances departments of the ic; full of showmanship. 


stores it sells. 
Simmons also points out that 


the “electronic” blanket is con- en ter auliney WOM wes: te Wek Ga tes ole . a 
trolled in temperature through a ore aga broadc m ve >. a with, ; 
“feeler” wire which accompanies Y. the play-by-play, the bee ex af complete 4 


the heating wire. 
tronics 


Through elec- 
similar to radar, it 


flashes back to the control panel. 
to give the exact temperature | 


originally set by the sleeper. The 
blanket can be washed, Simmons 
says, and comes in five colors. 

Geyer, Cornell & Newell, New 
York, is the agency. 


Butterfield Promoted 


Alfred Butterfield, a former ad- 
vertising executive of Time, Inc., 
and more recently news editor of 
Pathe News, has been named pro- 
motion director of RKO-Pathe. 
His new duties include promotion 
of RKO- Pathe’s expanded com- 
mercial production program, in- 
cluding a national advertising 


campaign being conducted through 


Foote, Cone & Belding. 


Print it ine 
the West : 
\ FOR WESTERN” 
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New Agency for L. A. 


Showalter, Singer & Tischler, a 
new advertising agency, has taken 
offices at 1980 Hillhurst Ave., Hol- 
lywood. David R. Showalter, for- 
mer Los Angeles manager for 
Gerth-Pacific, is executive vice- 
president, and Phil Singer, for- 
merly part owner of Hollywood 
Handbag Company, is president 
and distribution and merchandis- 
ing counsel. L. K. Tischler, recently 
with Jere Bayard & Associates, is 
vice-president and copy chief. 


Names Bennahum 


Theodore Bennahum has been 
named president of Reynolds Ex- 
port Company and vice-president 
of Reynolds Pen Company, with 
headquarters in London. Mr. Ben- 
nahum and Milton Reynolds, 
chairman, recently negotiated the 
first contract between the United 


States and France for importing 


of a postwar product, the Rey- | 


nolds pen, to that country. 


Gump’s Uses ‘Time’ 

The first of a series of single 
column ads written by Richard 
Gump, general manager of S. & G. 
Gump Company of San Francisco 
and Honolulu, appeared in the 
Aug. 5 issue of Time. The series, 
written with a light touch, mixes 
history and anecdote to reflect the 
character of the 80-year-old art 
dealing firm. Knollin Advertis- 
ing Agency, San Francisco, han- 
dles the Gump account. 


Zielin to Duane Jones 


Ernest J. Zielin, formerly pub- 
licity representative for the New 
Haven Railroad in New York, has 
joined the Duane Jones Company, 
New York, as publicity director. 
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Ke Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 


when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Les Angeles 43, Calif. 


First with 1946 baseball games of the 

Cleveland Indians .. . first and exclusive with the 
professional football games of the Cleveland Browns 

.. « firsts, firsts, firsts... in live musical programs, in 
public service broadcasts, in news and special events! 

That’s why advertisers, both local and national, 

7 o a choose WGAR first in Cleveland! 
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Free 


Speech Mike says: 


“Sports, like everything else American, 
_ thrive on honest competition . . . the 
/ traditional spirit that says . . . ‘May the 
best team win!’ "’ 


Edward Petry & Co., Inc. — National Representatives 
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The alert, modern, sparkling editorial technique and big 


unmatched acceptance by the world’s most active spc 
created unprecedented demand in subscriptions ans 
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Utility’s Book 
Calls Cleveland 
Best Location 


CLEVELAND—To further its na- 
tionwide campaign to attract new 
industries to the Cleveland-north- 
east Ohio area, the Cleveland 
Electric Illuminating Company 
has published a 16-page booklet, 


“The Best Location in the Nation.” 


It is part of a campaign which in 
the last two years has brought in- 


quiries from more than 90 com-_| 


panies representing an investment 
of more than $100,000,000 in in- 
dustrial expansion. 

The booklet discusses every in- 
dustrial need and facilities of- 
fered by northeastern Ohio for 


BUFFALO BROADCASTING 
CORPORATION > 


RAND BUILDING, BUFEALO, N. Y. | 
__Nationol Representatives: Free & Peters, Inc. 


answering those needs. Nor does 
it forget to remind interested in- 
|dustrialists that Ohio has no 
| bonded debt and no state income 
tax. It points out that Ohio has 
| diversification of industry, ample 
|/Manpower, ample supplies of basic 
materials close at hand, and ideal 
living conditions for workers. 
Frank J. Ryan, president of the 
company, pointed out that the area 
| being boosted for expansion com- 
‘prises about 1,700 square miles 
including 100 miles of lake front 


and a population of about 1,350,- 
000. 

Ads currently in Fortune, Na- 
tion’s Business, Newsweek, New 
York Sunday Times, The Saturday 
Evening Post, Time and United 
States News include an offer of 
the booklet. D’Arcy Advertising 
Company, Cleveland, is the 
agency. 


Lanson Returns 
Lanson champagne, distributed 
through National Distillers Cor- 


poration, has started a magazine 
campaign, using Brides’ Magazine, 
Cue, Gourmet, Guide for the Bride, 
Esquire, The New Yorker, Social 


| Spectator and Town & Country. 


Lawrence Fertig & Co., New York, 
is the agency. 


Editors on Radio Panel 


Obstacles holding up _ textile 
production were discussed by 
four editors appearing as guests 
on the CBS program, “In My 
Opinion,” on Aug. 13. 

The participating editors were 
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C. W. Bendigo, editor of Textile 
World; Mrs. Dorothy Stote, editor 
of Infants’ and Children’s Wear; 
David Clark, editor of Tezxtile 
Bulletin, and Ben Gordon, editor 
of the variety edition of Chain 
Store Age. 


DeBolt to Ridder-Johns 


Vernon L. DeBolt, formerly na- 
tional advertising manager of the 
Duluth Herald & News-Tribune, 
has joined Ridder-Johns, Inc., 
New York, publishers’ representa- 
tive. 


30,000 
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ANUFACTURERS of industrial equipment 
and supplies have many thousands of new 
good prospects for their products as a result of 
tremendous war time expansion in the manu- 
facturing industries. 


These new prospects are the thousands of 
new plants of important size established since 
1939—and the multiplied thousands of plant 
operating men in those plants who are their 
major buying influences. Figures from indis- 
putable sources show the extent of industry’s 
expansion over 1939 levels: 


INDEX OF INDUSTRIAL PRODUCTION from 
109 to 175 — up 59% 


DURABLE GOODS from 109 to 200 — up 83% 


NON-DURABLE GOODS from 108 to 170— 
up 57% 


GROSS NATIONAL PRODUCT from $88.6 
billions to $190 billions — up 115% 


Sales executives in the major manufacturing 
areas tell us that they don’t need statistics to 
prove to them that their markets are greatly 
expanded. Their own sales analyses and sales- 
mens’ reports show it. For example, “Our po- 
tential post war market has considerably broad- 
ened as evidenced by the predominance of new 
names and industries in our backlog.” 


But FACTORY insisted on having actual 


facts about industry’s growth on which to base 
its program of expanded service. The McGraw- 
Hill Census of Manufacturers, a continuing 
study started before the war ended, has ana- 
lyzed reports from over 75,000 plants, to learn 
how much industry has grown, how many plants 
of important size there are now and where they 
are. Best prospects are those plants employing 
over 100 people, and the McGraw-Hill Census 
Manufacturers reveals that 


There are thousands more Plants Employing over 100 people 


; ‘ 3 : ERE 
Ca i tenn ecules ea a 


Sell the men in the plant —who get out the production — Who buy and 
use modern equipment —THE PLANT OPERATING GROUP. FACTORY 
: gives you more of them than any business paper published. 
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McCann Reopens 
Paris Office; to 
Push Coca-Cola 


Paris — McCann - Erickson has 
reopened its Paris offices which 
will operate under the name 
“Sodico.” The name was estab- 
lished by the agency’s Paris em- 
ployes to maintain the organiza- 
tion during the German occupa- 


es oa 7 aia per ie” hes ceeesetiend 


tion. 

One of the earliest campaigns to 
be handled by the new office -will 
be institutional advertising for 
Coca-Cola Export Corporation. 
Programs will be aired over Radio 
Luxembourg. Meanwhile a rep- 
resentative of the office will estab- 
lish contacts in Belgium, Holland 
and Switzerland although Mc- 
Cann-Erickson disavows any in- 
tention of opening offices there at 
the present time. 

It was also disclosed that Coca- 


Cola may be made in France 
shortly, although only meager 
supplies of various ingredients are 
now available. 


Biro Names Grant 


Grant Advertising, New York, 
has been named to handle the ac- 
count of Biro, Meyne & Biro. Lad- 
islao J. Biro, head of the com- 
pany, is the inventor of the ball- 
point pen. The agency says the 
company will market a new prod- 
uct this fall, and that the product 


has nothing to do with pens or 
pencils. Magazines and news- 
papers will be used. 


Bassill Resigns; 
Jones Named G. M. 


J. E. Bassill has resigned all 
positions with the Celanese Cor- 
poration, effective Sept. 1. He had 
been associated with the Tubize 
Rayon Corporation and its prede- 
cessor companies since 1920 and 
was president from 1932 until 
this year, when Tubize was 


REACHES INDUSTRY’ 


F NEW PROSPECTS 


This bright line symbolizes the tremendous growth of the manufactur- 
ing industries since 1939. Actually it is the chart of FACTORY’s 
growth in paid circulation under the strictest possible standards. These 


standards make sure that FACTORY 


Covers the great number of ADDITIONAL plants of important 
size which have been created by our expanded economy. 


Concentrates circulation in the MANUFACTURING INDUSTRIES 


—in plants of worthwhile purchasing power. 


Concentrates on the PLANT OPERATING MEN, and reaches 


only the TOP MEN among the plant operating group. 


Secures PENETRATION in the larger plants. 


‘Achieves BALANCED circulation—BY INDUSTRIES and GEO- 
GRAPHICALLY, with greatest strength where the purchasing 


power is greatest. 


Ask your FACTORY representative to show you the Interim C 1 
tion Audit so that you may see for yourself how shese)@bjedtiv eS 


important to your selling message spare, beisig met“by the new sub- 


scribers who are buying FACTORY: in un 


precedented numbers. 


Circulation objective {@ 


A McGRAW-HILL PUBLICATION e« 


ABC - ABP 
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merged into Celanese Corporation. 
On resignation, Mr. Bassill was 
vice-president of the corporation, 
a director and executive commit- 
| tee member, as well as general 
manager of the rayon division. 

R. C. Jones, a former vice-presi- 
dent of Tubize Rayon and with 
that company for more than 25 
years, has been appointed general 
manager of the rayon division of 
Celanese Corporation. 


AFA Elects Robbins 


The Advertising Federation of 
America has elected B. L. Robbins, 
executive vice-president of Gen- 
eral Outdoor Advertising Com- 
pany, Chicago, a member of the 
board of directors. Mr. Robbins 
is also a director of Outdoor Ad- 
vertising Incorporated, and of the 
Outdoor Advertising Association 
of Illinois. 


BUFFALO BROADCASTING 
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French Urge Unity 
to End Plagiarism 


Paris—To cope adequately with 
plagiarism, formation of an Inter- 
national Bureau for Artistic and 
Industrial Protection has been 
suggested by M. Hepp of the 
French Office Art et Creation. 

The first step, he suggested, 
would be to create various bu- 
reaus in countries throughout the 
world and these would eventually 
be integrated to produce an In- 
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ternational Bureau. 


He pointed out that most exist- 


/ing legal protection fails because 
‘of the difficulty of tracing plag- 
iarism in the applied arts. Theft 
of “intellect” is considered by 
most artists and creators to be as 
serious as financial loss resulting 
from plagiarism, he declared. 


Mihic & Smallen Expands 


Mihic & Smallen, New York ad- 
| vertising agency, has opened a 
| branch office at 405 Central St., 
|Franklin, N. H. Among its ac- 
counts are American Overseas 
Airlines, New York; Franklin 
Square National Bank, Franklin 
Square, N. Y.; and Zenith Electric 
Appliance Company, New York. 


Ice Co. Names Hoyt 


American Ice Company, New 
York, has appointed Charles W. 
Hoyt Company, New York, as its 
agency. 


Adds Traveling 
Salesroom, Gains 
$50,000 in Sales 


LINCOLN, NEB.—Additional sales 
amounting to more than $50,000 
have been reported by Dieterich 
Field, Inc., drygoods, notions, 
home furnishings and wearing ap- 
parel wholesaler, as a result of 
using an air-conditioned semi- 
trailer which forms a sales room 
on wheels. The gain was made 
during the first 30 days that the 
unit was in use. 

It is being used currently to 
supplement calls by salesmen by 
picking them up and reworking 
their routes. In two _ instances, 
use of the trailer resulted in ad- 
ditional sales of $9,000 and $11,- 
000 when the salesman reappeared 
in the trailer. It is equipped 


with specially powered mechanical 
refrigeration and lighting. 


NBC, ABC Increase 
Number of Outlets 


NBC’s outlets will total 162 with 
the addition, on or about Sept. 15, 
of KIST, Santa Barbara, Cal., new 
250-watt station being built by 
Capt. Harry C. Butcher, former 
naval aide to General Eisenhower, 
and prewar CBS vice-president. 

ABC’s string of affiliates will 
reach 211 on Oct. 1, when WHAN, 
new 250-watt station in Charles- 
ton, S. C., joins the network’s 
southeast group. 


Mullen Named Ad Chief 


Vernon S. Mullen Jr., assistant 
advertising manager of National 
Enameling & Stamping Company, 
Milwaukee, since his return from 
the Army Air Corps last fall, has 
been promoted to manager of ad- 
vertising and sales promotion for 
all divisions of Nesco. 


COVERAGE 


WOW, with 5000 watts on 590, can be heard CLEARLY more than 
100 miles from Omaha. WOW is LISTENED to because it is a 
basic NBC station, carrying 33 of the 50 top-rated programs 


plus first-class local features and NEWS. Thus WOW gives 
you THE BIGGEST RADIO AUDIENCE your money can buy in 
the Omaha trade territory. 


ear “1100 KC. 
AT ‘1300 KC. 
1500 « 


NEEDS ONLY 5000 WATTS TO DELIVER A 2', 


MILLIVOLT 


90,000 WATTS WOULD BE NEEDED TO DELIVER THE SAME SIGNAL 100 MILES 


190,000 WATTS WOULD BE NEEDED TO DELIVER THE SAME SIGNAL 100 MILES 


420,000 WATTS WOULD BE NEEDED TO DELIVER THE SAM 


fo 


The chart above, 


livolt signal, in the 
higher than 590. 
actually has been 


WOW’s % millivolt contour \ 


miles from Omaha in every direction. 


These are the approximate frequencies of other 
ull-time stations in the Omaha area, 


17S 4 FACT 


based on computations by 
competent radio engineers, shows how much 
MORE power is needed to lay down a 2% mil- 


Omaha area, at frequencies 


established at nearly 200 


RADIO 


wow. 


_ OMAHA, NEBRASKA cee 
+ NBC + 5000 WATTS 


SIGNAL 100 MILES 


SIGNAL 100 MILES 
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~ KODY ~ NBC IN NORTHPLATTE 
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‘Chicago Tribune’ 


Leads in Linage 
in Ist Half of "46 


New YorK—The Chicago Trib- 
une in the first six months of 
1946 went far ahead of all other 
newspapers in advertising carried. 
Media Records, in its “First 50 
Report” for the half year, shows 
the Tribune carried 14,382,255 
lines of advertising. Last year the 
paper ran 22,437,696 lines in 12 
months, finishing a close second to 
the Milwaukee Journal. 

The new report shows on the 
other hand that the Journal, with 
11,584,671 lines in the first half of 
1946, now ranks seventh. The 
New York Times, fifth in 1945, is 
now second, about a million lines 
behind the Tribune. The Detroit 
News ranks third, with 12,925,846 
lines, and the Baltimore Sun 
fourth, with 12,787,785. The 
Washington Star ranks fifth, with 
12,344,481 lines. 


Strike Hurts Some 


Linage figures show that most 
of the leaders built up their ad- 
vertising substantially this year. 
The Houston Chronicle is an out- 
standing exception. Last year it 
ranked seventh, with 18,851,171 
lines. In the first half of this year 
it carried 8,543,402 lines, falling 
to 28th position. The paper ran 
only 938,144 lines in June, when it 
suffered badly from the strike of 
British Columbia loggers. 

Media Records’ half-year report 
shows the New York News lead- 
ing other morning dailies in auto- 
motive and total display advertis- 
ing. The Buffalo News tops after- 
noon papers in automotive linage. 
The Washington Star carried most 
display advertising among after- 
noon dailies. It also led in total 
linage in its group, as the Tribune 
did among a.m. papers. 


By far the greatest amount of 
financial advertising ran in the 
New York Times, and the Miami 
Herald’s classified linage topped 
that of all other newspapers. 

Non-availability of newsprint, 
strikes and other conditions are 
still adversely affecting the adver- 
tising linage records of many 
newspapers. 


Allis-Chalmers Renews 


Allis-Chalmers Mfg. Company, 
Milwaukee, has renewed the Na- 
tional Farm and Home Hour pro- 
gram for 52 weeks beginning Sept. 
14, through Bert S. Gittins Adver- 
tising. The program will be ex- 
panded to the full NBC network 
effective Oct. 5. It is now broad- 
cast over 47 stations from Chicago 
on Saturdays, 12-12:30 p.m., 
(CDT). 


FROM THE OUTSIDE 
92% Home-carrier-delivery 


73% 


Bayonne family subscrip- 
tion 

66% More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 


combined 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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SEE YOUR M@@4 DEALER 
a ee ae 


DEALER HELP—Nash Motors division of Nash-Kelvinator Corp. is using the 
text and illustration of its outdoor poster campaign in local newspapers at 
dealer points where poster space is not available. The ads are appearing a 


minimum of twice a week for the life 


through Geyer, Cornell & Newell. 
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| Four Lane Highway ark 
|e te wi 


FORTUNE 
w- BUSINESS WEEK 


of each poster in the current series, 


Fitch Lotion’s 
Copy and Sales 
Go National 


Des Moines, IA—F. W. Fitch 
Company, which recently ex- 
tended distribution of its new 
Skin-Pep after-shave lotion to 
jobbers from coast to coast, is 
currently planning to devote part 
of its advertising in Puck — The 
Comic Weekly and the Metropoli- 
tan group to the new preparation. 

Despite Fitch’s recent acquisi- 
tion of the Alice Faye-Phil Harris 
radio show (AA, Aug. 5), it is not 
likely that any of the air time will 
be used to promote Skin-Pep. 

Introduced about the end of 
1945, Skin-Pep was confined to 
the Chicago and New York mar- 
kets in test sales. In the past 60 
days it has gone national in dis- 
tribution and is also being mar- 
keted through Canadian jobbers. 

Copy for Skin-Pep is also ex- 
pected to run in at least part of 
the space being currently used by 
Fitch’s shaving cream copy in Life 
and The Saturday Evening Post. 
Comic-style copy in Puck and the 
Metropolitan group is expected to 
begin in early September. 

L. W. Ramsey Advertising 
Agency, Davenport, Ia., handles 
the account. 


Ads Back Spalding 
Tennis Sponsorship 

A. G. Spalding & Bros., New 
York, sporting goods manufac- 
turer, will break advertisements 
in about 50 newspapers in leading 
U. S. cities Sept. 7 and 8 to call 
attention to Spalding’s sponsorship 
on those dates of national tennis 
championship broadcasts over a 
“custom - built” coast - to - coast 
hookup. 

The newspaper copy is being 
placed by Hanly, Hicks & Mont- 
gomery, New York, which also is 
handling the broadcasts for Spald- 
ing. It will be the third nation- 
wide broadcast of the matches at 
Forest Hills, L. I., under Spalding 
sponsorship. The play - by - play 
account will be aired over 28 sta- 
tions, linked by leased wire, from 
3 to 5 p.m., EDT, Sept. 7 and 8. 


Sun-Kraft Publishes 


Sun-Kraft, Inc., Chicago, has 
announced publication beginning 
in September, of its new monthly 
house organ, “The Sun-Kraft Re- 
flector.”’ Published for employes, 
stockholders and distributors of 
Sun-Kraft, it will be edited by 
Lois Baur, the company’s adver- 
tising director. 


Food Brokers Plan Meet 


The National Food Brokers As- 
sociation, Washington, is planning 
its 42nd annual convention for the 
week of Jan. 12, 1947, in Atlantic 


City, N. J. 


Two Name Pacini 


Albert E. Pacini, Advertising, 
Minneapolis, has been appointed | 


to handle the advertising of U. S. | 
Bedding Company, St. Paul, maker | 


| 
| 
| 


of King-Koil Sleep Products, and 
Charles Manufacturing Company, 
Minneapolis, maker of upholstered 


Idea-P/anned 


for 


Action that Pays! 


WA Carefully measured editorial ingredients plus 150 
tempting ideas per issue...that’s Household’s idea-planned 
recipe for reader action. And what results it gets. It has 

made Household—long a favorite—the first choice of 

2,000,000 responsive women and their menfolk. 

Last year Household readers paid $40,956 for dress 

and needlework patterns alone. One advertiser got 
19,000 dimes for a booklet offered in an 85-line adver- 
tisement. And scores of other advertisers are getting 

similar results. Yes—for selling small cities and towns. 

(where 41% of all U.S. sales are made)—Household is 

THE magazine. 


CAPPER PUBLICATIONS, In C. 
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Schenley Slates 
New Wine Show | 


New York—Schenley Labora-| 
tories, which is promoting peni- | 
cillin through a CBS _ program | 
called “Encore Theater,” handled | 
by the Biow Company, has signed 
a new 52-week contract with CBS 
through Batten, Barton, Durstine 
& Osborn for sponsorship of a new 
program, ‘Hollywood Players,” 
for Cresta Blanca wines. 

“Encore Theater,’ which  re- 
placed the Cresta Blanca show, 
“This Is My Best,’ late in June, 
will bow off the air with its Aug. 
27 broadcast. The new Schenley 
show will make its debut in the 
Tuesday 9:30-10 p.m. spot the fol- 
lowing week. 

“Hollywood Players” will be a 
drama series starring, in rotation, 
such film stars as Joan Bennett, 
John Garfield, Bette Davis, Paul- 
ette Goddard, Claudette Colbert 
and Gregory Peck. 

Cresta Blanca recently has been 
testing “symphonic _ spot” an- | 
nouncements over WQXR, New. 
York, using a 46-piece symphony | 
orchestra directed by Ray Bloch | 
for a waxed spot consisting of 40) 
seconds of high-class music and) 
19 seconds of commercial copy. | 
BBDO produced the spot. 


Public Relations 
Ranks Thinned 
in Great Britain 


LonpDON—Government press re-| 
lations and publicity workers are! 
being disassociated from the pub-| 
lic payroll in large numbers. From 
a total of 1,142 persons employed 
in the publicity departments of all 
ministries as of June, 1945, the 
number has dropped to 767, who 
are currently costing the British 
government about $1,721,898 an- 
nually. 

The War Office has 109, the Air 
Ministry 74, the Admiralty 30, Na-| 
tional Savings Committee 76, and | 
others smaller numbers. 

The report covers only those 
employed in Great Britain and 
does not include workers outside 
the British Isles. Some are cur- 
rently employed in Germany and 
Austria on re-education work. 


Kirkpatrick Moves 


James Kirkpatrick, public rela-| 
tions director of the Missouri 
Brewers Association for the past | 
six years, has resigned, effective | 
Sept. 1. He will become news |} 
editor for the Capitol News, Jef- | 
ferson City, Mo. 


To Palm & Patterson 


Palm & Patterson, Cleveland | 
agency, has been appointed to/| 
handle advertising for Cleveland | 
Brass Mfg. Company, maker of | 
oil dispensing equipment and} 
plumbers’ brass goods. 


S © Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
kg done with this amazing new type- 
A, setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple,eco- | 
nomical .. . any office girl can be your 
compositor. 
Write TODAY for catalog explaining 


(S) the FOTOTYPE system and showing 


the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washingtoa, Chicago 6 


' 


Toastmaster Ups Two 


J. D. Elgin has been appointed 
sales promotion manager, and 
G. H. Libbey has been promoted 
to assistant to the general sales 
manager of Toastmaster Products 
division of McGraw Electric Com- 
pany, Elgin, Il. 


Cut Dutch Paper Use 


Holland’s press control organi- 
zation has decreed a 50% cut in 
paper allocations to all publica- 
tions in the country. 


Milwaukee Store 
Begins 2nd Year 
of Air Service 


MILWAUKEE—Rounding out a 
full year of its airplane delivery 
service, the Boston Store here has 
just added three more Wisconsin 
towns and will add others to the 
list served by plane. 

The Boston Store lays claim to 
having inaugurated the first regu- 


lar airplane delivery of merchan- 
dise by a store in the nation. The 
service started July 23, 1945, in 
cooperation with Midwest Air- 
ways. Planes now deliver once 
weekly to 17 Wisconsin communi- 
ties. As the airline obtains more 
planes, more points will be served. 

In 12 months the service has 
covered 42,278 miles, flown 4,843 
packages and_ delivered 12,642 
pounds of merchandise, including 
tires, rugs, wash baskets and 
wearing apparel. No extra charge 
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is made for air delivery, provided 
on request. 


Issues Directory 


Haire Publishing Company, New 
York, has issued the 1946 Annual 
Directory of House Furnishing Re- 
view covering the specialized field 
of housewares and appliances. It 
is the first directory of the in- 
dustry since 1941. The directory 
includes factual information on 
market surveys and other perti- 
nent datu. 


ARE YOU SHUTTING OUT THE OUTSIDE AUDIENCE 


deat 


on the Pacific Coast, too? 


*Approximately half the retail sales on the Pacific Coast are made outside the 


counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, Seattle 


and Spokane are located—only Don Lee completely covers the OUTSIDE as well as 


the INSIDE half ...aC.E. Hooper 276,019 coincidental telephone survey proves it. 


IF YOUR PACIFIC COAST radio show isn’t on 
Don Lee, you're shutting out the important 
listeners in the outside audience. This audience 
is big—numbering 514 million people. It’s 
wealthy —spending over 41% billion dollars 
ayear in retail sales. It’s reachable only with 
Don Lee. 

All four networks cover the inside or seven 
major metropolitan county areas of the Pa- 
cific Coast, a very rich market. But the outside 
areais equally populous and prosperous—and 
DonLeeis the only network with enough sta- 
tions to coverit thoroughly. 

Why? Most markets on the Pacific Coast 
are surrounded by mountains as high as15,000 
fect, and the long-range broadcasting of other 


networks can’t reach them. Don Lee, how- 
ever, has a station located within each of the 
mountain-surrounded markets. 

Don Lec is the nation’s greatest regional 
network—with more than one-third again as 
many stations as all the other Pacific Coast net 
works combined. Put your Pacific Coast radio 
show on Don Lee, where everybody can hear 
it! More than 9g out of every 10 radio families 
on the Pacific Coast live within 25 miles ofa 
Don Lee station. 


CITY EXAMPLE NO. 4 : EL CENTRO, CALIFORNIA 
An exclusive Don Lee outside market 

TOTAL RETAIL SALES $18,425,000 

Sales Management, 1946, Survey of Buying Power 


The Nation’ Greatest Regional Network 
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Laundry Begins 
to Unsell Idea 
of Self-Service 


St. Lours—Lungstras Dyeing & 
Cleaning Company has launched a 
drive in newspapers to unsell cus- 
tomers on an idea vigorously pro. 
moted by the company during the 
war. 

Because of truck and 
shortages, Lungstras 


other 
in wartime 


jurged customers to bring their 
|cleaning to one or the other of the 


|reverted to using the ample call 


company’s 68 stores here. . The 
program succeeded so well that 
comparatively few customers have 


and delivery services now avail- 
able. 

Advertisements stress conveni- 
ence of the delivery service. Paul 
Lungstras, head of the company, 
explains that customers using the 
delivery service send out more 
clothing for cleaning than they | 


have cleaned when they take it 


out Caaminiven. Radio Advertisers 
Miehle Names Gray |P ublicize Need 
Miehle Printing Press mig: for Ship Officers 


Company, Chicago, has appointed : 
New YorK—Answering a spe- 


Russell T. Gray, Inc., Chicago | 
agency, to handle its account. cial appeal from the Advertising 
SS Council, many radio advertisers 
Tenz Account to Grant are devoting time on network 
W. E. Doller & Co., Toronto, shows to publicize the desperate 
manufacturer of Tenz breath puri- |"€ed for 4,800 licensed officers to 
fier, has appointed Grant Adver-|Mman 400 additional Merchant Ma- 
tising of Canada, Toronto. ‘rine ships before Sept. 1. 


THOMAS S.LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 

SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 

_ Represented Nationally by John Blair & Co, 
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| Without these additional officers, 
the council reports, the present 
crisis is such that relief food and 
other shipments intended for the 
starving millions in Europe and 
Asia are now being delayed and 
are in danger of being tied up in 
American ports. Recently 16 
ships loaded with food were de- 
layed for the lack of 19 officers. 
In another instance, nine ships 
were held up for lack of crews, 
four of them for want of officers. 
Two third mates and two assist- 
ant engineers would have enabled 
these ships to sail on time. 

The council is sponsoring the 
campaign in close cooperation with 
the War Shipping Administration. 
Kenyon & Eckhart is volunteer 
agency, with Leslie Hickson, ad- 
vertising manager of National Dis- 
tillers Products Corporation, as 
campaign coordinator, and Doug- 
las Meldrum as council staff ex- 
ecutive. 


‘In Fact’ Capitalizes 
on Molotov Remarks 


Capitalizing on Soviet Foreign 
Minister Molotov’s quotation of 
George Seldes’ book, “Lords of the 
Press,” in the Paris peace con- 
ference last week, In Fact, the 
“inside news” weekly published 
by Mr. Seldes, broke a quarter 
page in the New York Herald 
Tribune Aug. 8 offering a new 
‘edition of the book in combina- 
tion with subscriptions to In Fact. 

A representative of the weekly 
| said they “hoped” to place similar 
| Sever teements in the New York 


Post, the Chicago Sun and the Los 
| Angeles Daily News. 

| In Fact is placing the copy 
through Sutnar, Flint & Hall, 
New York. 


Schwemmer, LeWald Join 
Ruthrauff & Ryan 


F. M. Schwemmer, formerly 
| with the Centaur division of Ster- 
ling Drug, Inc., New York, has 
joined the executive staff of Ruth- 
rauff & Ryan, New York, to spe- 
cialize in drug accounts. Before 
joining Sterling Drug, he was in 
charge of all merchandising for 
McKesson & Robbins, operating 
out of the Milwaukee office. 

Curtis C. LeWald, account ex- 
ecutive and copywriter for Batten, 
Barton, Durstine & Osborn for 
four years, has joined the agency’s 
creative staff. For sixteen years 
before joining BBDO, he was with 
'Campbell- Ewald Company and 
{one of its affiliates in copy and 
‘contact work on various General 
| Motors accounts. 


WINSTON-SALEM 
Bank Clearings... 


... 15 times greater gain than 
leading centers throughout 
the entire country! 


| Up 33 percent are Winston- 
Salem's bank clearings for the 
three months ending June 20, 1946 
|—registering a gain of $65,974,- 
000 over the corresponding period 
during 1945. 


This gain is in itself conclusive 
| evidence that Winston-Salem busi- 
“ness is on the March — but when 
you consider that leading banking 
centers throughout the country 


reported average gains of only 
two percent — you've really "got 
something" that pegs Winston- 
Salem as a "'must'’ market in North 
Carolina . . . the South's number 
one state! 


‘JOURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 
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Sweden Opens 
Safety Campaign 


STOCKHOLM—With the same per- 
severance with which it stuck to 
its guns regarding neutrality, 
Sweden is currently undertaking 
a national drive to cut down dras- 
tically its increasing traffic acci- 
dent rate. 

Six ads will appear in 230 
daily papers throughout Sweden, 
plus a second series of an undis- 
closed number of ads which will 
be placed by the motor car in- 
dustry in about 60 daily papers. 
In addition to the newspaper cam- 


ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 


We supply. complete copy for U. S. and 
— ountries — Astronomical and 
Astrological Data, Weather Forecasts, 


Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


paigns, more than one million bro- 
chures are being circulated. and 
about a quarter million posters 
describing the correct manner of 
crossing roads, riding bicycles and 
driving automobiles. About 50 
theaters will show short films in 
connection with their regular pro- 
grams, 

The campaign is expected - to 
cost about 440,000 Kr. ($104,940), 
more than half of which is being 
borne by motor car makers includ- 
ing the Swedish organization of 
General Motors and the Ford Mo- 
tor Company. The promotion is 
being handled by a Swedish 
agency, Ervaco Advertising. 


Davis to Represent ANA 


The Association of National Ad- 
vertisers has appointed R. E. 
Davis, manager of the sales re- 
search department of Goodyear 
Tire & Rubber Company, to rep- 
resent ANA on the technical re- 
search committee of the Broadcast 
Measurement Bureau. 


Partnership Formed 


Neblett Radio Productions, Chi- 
cago, has become a partnership 
formed by Morton Jacobson and 
Johnnie Neblett. Mr. Jacobson 
will be in charge of business and 
sales policies and also will act as 
personal adviser to Johnnie Neb- 
lett. The firm also plans some ex- 
pansion in the transcription field. 


Bendix Div. Moves 

Activities of the Philadelphia 
division of Bendix Aviation Cor- 
poration have been transferred 
to Teterboro, N. J. 


Resigns Account 

Abner J. Gelula & Associates, 
Philadelphia, has resigned the ac- 
count of Jayline Mfg. Company, 
Egg Harbor City, N. J., effective 
September 1. 


Ellis Appointed 

Ellis Advertising Company, Buf- 
falo, has been appointed to handle 
the advertising of Peter Pan Bev- 
erages, Buffalo. 


With a $700,000 plant currently 
under construction at Stratford, 
Conn., Bendix Helicopter, Inc., is 
hoping that by Jan. 1, 1947, it will 
be able to commence production 
that will ultimately soar to about 


1,000 helicopters monthly. With 
the beginning of production, the 
company will probably place copy 
in three or four national weekly 
magazines. 

The helicopter, which will be 
demonstrated some time in Sep- 
tember or October, is designed to 
sell for about $42,000, taking it 
almost entirely out of the private 
aviation field. 

* * * 


Despite all reports to the con- 
trary, Time, Inc.’s plans to publish 
a literary magazine with a semi- 
mass circulation are by no means 


Desperate dream of the Dust Bowl... in the dark Depression 
years, the rows of seedlings were set out to challenge the savage wind that swept a 
thousand miles from the Dakotas’ northern borders south to the Panhandle... 
wind that froze in winter, tore off the light topsoil in spring, burned the crops in 
summer... Cynics scoffed and skeptics doubted, but weeded the first few years 


and fenced from foraging stock, the baby trees survived... 


Today, the Great Plains shelterbelts, 270 million trees in rows, 
border some 70,000 farmsteads...set out first in °34, the cottonwoods stand 
thirty feet, the cedars half as high... Embryo forest aisles hold drifted snow 
to make a natural watershed, free crops from blast and burn, stop erosion, 
keep farm homes warm and save fuel in winter... give leaf mulch to the 
ground, birds sanctuary, harvests of firewood and fenceposts, drop seeds for 
their perpetuation... Fifty rods inside the trees, the sheltered acres now 
yield up to eighty bushels corn, and Nebraska prairies 


know long miles of leafy, cool New England lanes... 


August issue... two score articles so pertinent, profitable, timely that 
SF continues to earn the attention, respect and confidence of 
1,100,000 farm families—the nation’s best segregated in the 13 
Heart states, plus Pennsylvania and New York... territory with 
the best topsoil, the same climate schedule, the largest 
investments, best yields and cash incomes—and best brains! 
The SF subscription list represents the best “‘class’’ market in the 
world today—and SF is its best medium by any standard you rate 
media! ... For greater national volume, from the first farm 
market... inquire at any SF office! ... Successrut FARMING, 


Des Moines, New York, Chicago, Detroit, Cleveland, Atlanta, San 


- The great belt is little more than just begun, but thetrees 
_ stand witness, show the way. And the farmers set out 
more to save the soil, insure their farms, secure the land! 
es Inspiration for any advertising man is ‘““The Wind 


Meets Its Master” in SuccessFUL FARminG for August. 


And of interest to all advertisers is the whole 


Francisco, Los Angeles. 
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dead. The project is still active 
and several Time.and Life staffers 
are engaged in promoting it. More 
should be heard about this late 
in the fall. 

* * * 

While the former French Liner 
Normandie—once the largest and 
fastest transatlantic vessel—is be- 
ing dismantled at a Brooklyn pier, 
the British Cunard White Star 
Line is preparing a promotion and 
publicity campaign for the “re- 
maiden” voyage in September, of 
the Queen Elizabeth as a civilian 
vessel. 

* * * 

The American Petroleum Insti- 
tute has completed a survey of 
public attitudes toward the oil in- 
dustry (AA, Dec. 3) which will 
form the basis for a comprehensive 
public relations program to begin 
next year. A special sub-commit- 
tee will report to API directors in 
mid-November the results of the 
survey and their recommendations 
for the program. Although indus- 
try circles continue to report that 
API may spend more than $1,000,- 
000 in advertising, the sub-com- 
mittee’s recommendations have 
not even been drafted. 

In the meantime, API has re- 
tained Fred Eldean, New York 
public relations counsel, in an ad- 
visory capacity until November. 


Oregon Agency Moves 


Allen, Cleneghan & Smith, Port- 
land, Ore. agency, is moving its 
quarters from the Mead building 
to Southwest 12th and Yamhill St., 
when alterations are completed in 
the new quarters. 


Arrow Names Grant 


Arrow Decorating & Fixture 
Company, Philadelphia, has ap- 
pointed Phil Grant sales manager. 
Mr. Grant was formerly with S. R. 
Leon Company, New York agency. 


Werner Forms Company 


Ralph Werner, formerly busi- 
ness news editor of the Milwaukee 
Journal, has formed Ralph Werner 
Associates, public and industrial 
relations counsel, at 741 N. Mil- 
waukee St., Milwaukee. 


Newell Heads Waring 


H. L. Newell, with General 
Electric Company for the past 12 
years, has been elected presi- 
dent of Waring Products Corpo- 
ration, New York, maker of the 
Waring Blendor and steam iron. 


Pardee, Cash Enlarges 


Pardee, Cash & Associates, Holly- 
wood, has added an additional 
suite to its offices in the Cinemart 
building, Hollywood, to accommo- 
date its expanding art and pro- 
duction departments. 


STAGEBILL 


CHICAGO 


AN AVERAGE OF 53,500 
THEATRE - GOERS READ 


STAGEBILL EACH WEEK 
Yes! over 2,500,000 annually 


The Stagebill covers all leading legitimate theatres 
in Chicago . . . it contains; photos of the leading 
characters, the cast, synopsis of scenes, musical 
numbers, a complete Who's Who and articles rela- 
tive to the theatre . . . Stagebill is distributed free 
to each person ettending the theatre, main floor, 
balcony and second balcony. Stagebill readers are 
drawn mainly from the upper income bracket, as 
average price of admission is $3.25 per person. 


CHICAGO ES STAUEBILL 


540 Nerth Lo Salle Street 


Chicago 10, lilinois 
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New Distribution 
Council fo Spur 
Peacetime Sales 


WASHINGTON—Recognizing that 
the day is not far off when the 
buyer’s market will return, the 
Department of Commerce has 
joined with 29 of the nation’s top 
media, merchandising and sales 
executives in a National Distri- 
bution Council primarily con- 
cerned with encouraging better 
sales planning by individual com- 
panies and industries. 

Proposed by Undersecretary Al- 
fred Schindler, himself a sales ex- 
ecutive of many year’s experience, 
the council is based on the premise 
that distribution will soon come 
into its own as the nation seeks 
efficient and effective means to 
sustain high level production. 

No rubber stamp organization, 
the council is claiming a large 
percentage of the time of its chair- 
man, Raymond Bill, president and 
editor of Sales Management, who 
has been here for several weeks 
on a voluntary basis doing the or- 
ganizing spadework. 


Cites Three Objectives 


While the group has yet to adopt 
its formal objectives, Mr. Bill says 
it will work with government to 
the ends that: 

1. “People in all walks of life 
will have a better understanding 
of what distribution is, how it 
functions and what it contributes 
to our American way of life; 

2. “Distribution will be more 
effective and efficient, both in the 
size of the total job that is done 
and the quality of the ways by 
which it is done; 

3. “There will be better sales 
planning on the part of individual 
companies and industries.” 

The project has the enthusias- 
tic endorsement of Secretary 
Henry Wallace, who believes that 
“We must look forward to the 
not too distant day when the pres- 
ent seller’s market becomes a 
buyer’s market. 


Sets Lofty Goal 


“It is my sincere hope,” the sec- 


retary says, “that the National 
Distribution Council will con- 
tribute greatly to implementing 


the kinds of sales, advertising and 
other programs which will keep 


companies in balance with in- 
creased production.” 
An independent group, the 


council will coordinate its work 
with that of the government 
through Undersecretary Schindler, 
who was formerly sales manager 
for Ralston Purina. 

“Stepping up of peacetime dis- 
tribution to colossal heights will 
not be the result of happen- 
stance,’ Mr. Schindler’ warns. 
“For distribution, including sales 
and advertising, to do this job, 
will require the same individual 
and joint effort, the same inspired 
cooperation between government 
and business, the same _ will-to- 
win that it took to attain the mili- 
tary and production goals of the 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


DEADLINES A SPECIALTY! 


Copy, advertising material, printed mat- 
ter, manuscripts, releases and transcrip- 


tions DELIVERED ON TIME! 


f@ | CANNONBALL 
=O, Messenger & Truck Service 
UN. )) 412 N. Wells St., Chicago 


PHONE DEL. 1234 


—_ 


war.” 

Mr. Bill feels that the nation 
faces the choice of working less 
in order to make the jobs go 
around, or distributing more to 
make the products of full pro- 
duction go around. 


More Distribution Needed 


Unless the energies of all sec- 
tors of our economy, including la- 
bor, again concentrate on “the 
virtues and selfish advantages of 
maximum production,” the distri- 
bution system will be unable to 
perform on a “doubled-up scale,” 
he fears. 

Members of the council are: 

J. C. Aspey, president, Dart- 
nell Corporation, Chicago, and 
former president of the Chicago 
Sales Executives Club and Na- 
tional Federation of Sales Ex- 
ecutives; W. V. Bellew, president, 
W. V. Bellew & Associates, Dal- 
las, and former president, National 
Federation of Sales Executives; 
Elon G. Borton, AFA president; 

Robert Brown, director of Com- 
mercial Research, Pillsbury Mills, 


See 


Inc., Minneapolis, and vice-presi- 
dent of AMA; A. J. Browning, 
vice-president, Ford Motor Com- 
pany, and former director of do- 
mestic commerce, U. S. Depart- 
ment of Commerce; A. O. Buck- 
ingham, vice-president, Cluett, 
Peabody & Co., and president, 
Brand Names Research Founda- 
tion; A. E. Danielson, vice-presi- 
dent and general manager, Barker 
Bros., Los Angeles, and president, 
National Federation of Sales Ex- 
ecutives; 

Donald David, dean, 
University graduate school of 
business administration; Ned 
Fleming, president, Fleming Com- 
pany, Topeka, and vice-president, 
National American Wholesale 
Grocers Association; C. Scott 
Fletcher, former vice-president in 
charge of sales, Studebaker Cor- 
poration, and executive director, 
CED; Walter Fuller, president, 
Curtis Publishing Company, and 
former president, NAM; Fred R. 
Gamble, president, Four A’s; 

Dr. Albert Haring, Indiana Uni- 
versity school of business; Lyman 


Harvard 


L. Hill, president, AMA; Arthur 
A. Hood, vice-president, Society 
for Advancement of Management, 
and vice-president, Vance Publish- 
ing Company, Chicago; Charles M. 
Isaac, manager, domestic com- 
merce division, U. S. Chamber of 
Commerce; George S. Jones Jr., 
vice-president in charge of sales, 
Servel, Inc., and chairman, Na- 
tional Federation of Sales Execu- 
tives’ executive committee; 

Edgar Kobak, president, Mu- 
tual, and former head of the AMA 
marketing division; Herold D. 
Laidley, manager of sales develop- 
ment and field personnel, White 
Motor Company; Ed Meredith, 
vice-president and general man- 
ager, Successful Farming, Des 
Moines; Don Mitchell, president, 
Sylvania Electric Products, and 
former head of the AMA market- 
ing division; 

Dr. Paul H. Nystrom, chairman, 
central council of the National Re- 
tail Association; William Rados, 
president, National Society of 
Sales Training Executives; Alfred 
Stanford, national director, ANPA 
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Bureau of Advertising; Phil Stull, 
vice-president, Hercules Powder 
Company; Donald Tansill, vice- 
president in charge of sales, Pep- 
perell Mfg. Company; Arthur 
Walsh, executive vice-president 
Thomas A. Edison, Inc., and Paul 
West, president, ANA. 


“I bumped it under the radio—a 
WFDF Flint mystery, you know.” 


merece 


att 


@ If you sell building materials and home 


equipment, your advertising assuredly be- 
longs in YOUR OWN HOME—the new, 


home-minded magazine . . 


. 700,000 circula- 


tion guaranteed. 
YOUR OWN HOME is a winner that didn’t 


THAT 


THE MAGAZINE 


DIDN'T WAIT 
TO WIN! 


have to wait to win. It sells home-happiness 


with a moderate price-tag. It’s for your best 


customers — the kind of people the Lord 


made so many of. Attainable 


dreams ... 


feasible ideals, realistic advice — that’s the 


editorial formula. 


ew OWN HOME is plainly practical rather than glossily glamorous. It gives 
readers complete sketches and floor plans for small houses... tells of the econo- 


my of insulation . . . advises about interiors — gardens — equipment — appliances 


. .. shows how to do things and how to make things. 


And readers say: “‘Why....just look! That’s for US!” 


Have you... as an advertiser . . . anything to say to these people who are ready .. . ready 


now ... to spend more than a Billion on homes and equipment? 


YOUR OWN HOME 


NEW YORK: 60 


E. 42nd ST. a . 


~ CHICAGO: 


360 N. MICHIGAN AVE. 
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NAB Board Forms 
New Unit to Study 
Code of Practices 


WASHINGTON—The board of di- 
rectors of National Association of 
Broadcasters, meeting at Estes 
Park, Colo., has authorized Presi- 
dent Justin Miller to appoint a 
new standards of practice subcom- 
mittee to study the NAB stand- 
ards and its “Code of Ethics.” 

The board also tabled a plan for 
NAB recognition of agencies, on 
the ground that stations can meet 
possible needs in this matter by 
setting up local arrangements for 
agency recognition. 

In its action affecting standards, 
the board authorized the proposed 
subcommittee to spend $3,000 to 
study the code and standards. The 
report is expected to be made at 
the NAB convention in Chicago 
Oct. 21-24. 


Approve Standards Study 


The board approved a study of 
standards for program ratings, 
with members expressing belief 
that the radio industry itself 
should not attempt to rate pro- 
grams. It rejected an assessment 
of dues to obtain $200,000 for a 
new headquarters building. The 
standard contract form of the 
American Association of Advertis- 
ing Agencies was approved. 

Robert C. Coleson, western rep- 
resentative of NAB, was named 


assistant to Mr. Miller, with head- 


quarters in Hollywood. 


‘Handcuff This Show,’ 
Producer Urges 


Advertising agencies and radio 
networks are receiving sets of 
handcuffs from Paul F. Adler, who 
has exclusive radio rights to 
“Starling of the White House,” 
the book by Col. Edmund W. Star- 
ling, secret service chief under 
five Presidents. Tags attached to 
the handcuffs urge the recipients 
to “handcuff a radio natural.” 

Mr. Adler, who formed a radio 
producing company in New York 
under his own name after getting 
out of the service recently, also 
advertised the Starling book’s 
availability for radio on a belly- 
band on a recent issue of Omni- 
book magazine. Starling’s story is 
now in radio script form, Mr. 
Adler says. 


Plans Tourist Drive 


The Valley of the Sun Club, 
Phoenix, with a $60,000 ad budget, 
has scheduled a newspaper cam- 
paign in the Middle West and Pa- 
cific Coast, and a fall magazine 
campaign using Better Homes & 
Gardens, Fortune, Holiday, Na- 
tional Geographic and Sunset. 
Morgan Advertising Agency, Phoe- 
nix, handles the account. 


Opens Ohio Office 

Jack Coffey Radio Attractions, 
Inc., active in New York, has 
opened an agency in Cincinnati to 
act for performers and also to be 
a holding unit for retaining con- 
tracts. 


PAYS TO LISTEN 


To help its listeners 
raise better farm prod- 
ucts, WDAY broadcasts 
many special farm pro- 
grams each week to the 
residents of the Red 
River Valley. Do they 
like this service? Well: 


WDAY GETS 61.4% OF 
THE AUDIENCE IN 
ITS COVERAGE AREA 


STATION B GETS 
9.5% OF THE 
AUDIENCE 


FREES PETERS, nam 
eel Representatives 
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Aldrich Promoted 


Thomas B. Aldrich, factory sales 
engineer of Presto Recording Cor- 
poration, New York, in the New 
York metropolitan area for the 
past 10 years, has been named 
general sales and advertising man- 
ager, succeeding R. C. Powell. 


Offers Mat Service 

To promote Kellogg Koiled 
Kords, the Koiled Kord division 
of Kellogg Switchboard & Supply 
Company, Chicago, is offering a 
free mat service to retailers, The 


assortment consists of 32 complete 
one-half, one and two column ads 
of various depths, and mats of 34 
illustrations and lettering for deal- 
ers’ use in making up their own 
ads, blotters and other literature. 


tin, and has been with papers in 
oc Illinois, Michigan and New 
ork. 


John Donnelly Expands 


John Donnelly & Sons, Boston 
outdoor advertising company, is 
for the first time branching off 


Abbey Opens Agency 


C. G. Abbey, recently advertis- 
ing manager of the Daily Times, 
Geneva, N. Y., has opened an ad- 
vertising agency in Finger Lakes 
City, N. Y. Mr. Abbey launched 
his newspaper career 42 years ago 
with the old San Francisco Bulle- 


from its New England territory by 
building a plant in Baltimore. The 
new organization, to handle both 
posters and painted bulletins, will 
be known as the Maryland Adver- 
tisirg Company, and will expand 
later into other areas of the state. 
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New Agency Starts 
Toward ‘Big Time’ 
with No Accounts 


Day, Duke, Tarleton, 
with Top Personnel, 
Opens N. Y. Agency 


New YorK—Day, Duke & Tarle- 
ton, New York advertising agency 
with offices at 270 Park Ave., 
after organizing and picking ex- 
ecutives since June 1, has opened 
its doors with no accounts and a 
firm intention ‘“‘to operate only on 
big-time accounts.” 

“If we don’t get big-time ac- 
counts we won’t get any,’ Wil- 
liam L, Day, president and treas- 
urer, told AA. Mr. Day was cre- 
ative head of J. Walter Thompson 
for many years, and left a posi- 
tion as vice-president and chair- 
man of the plans board of Foote, 
Cone & Belding two years ago to 
wait out the war before opening 
his new agency. 

Other principal executives in 
the new agency are F. DuSossoit 
Duke, John V. Tarleton, Ralph D. 
Allum, Samuel H. Weber and 
Hobart L. Hargraves. The agency 
will add a radio director, but will 
establish no large radio depart- 
ment, setting up an outside pro- 
ducing organization instead. 


All Named V. P.s 


Mr. Duke, formerly advertising 
manager of Time, served in the 
Army as a colonel, He is now in 
Greece on a mission for UNRRA 
and will return to this country in 
September. Mr. Tarleton, re- 
cently art director of William Esty 
& Co., was with the J. Stirling 
Getchell agency for many years, 
and became president of the 
agency after Mr. Getchell’s death. 

Mr. Allum was formerly vice- 
president in charge of copy at 
Lord & Thomas, assistant to Frank 
Hummert at Blackett - Sample- 
Hummert, and account executive 
on the Borden account at Kenyon 
& Eckhardt. Mr. Weber was head 
of J. Walter Thompson’s produc- 
tion department, while Mr. Har- 
graves was media director of the 
William Carter Company, Need- 
ham, Mass. 

All the above executives will be 
vice-presidents and Mr. Weber 
will act as secretary of the com- 
pany, 

Day Outlines Plans 


Mr. Day, in discussing the 
agency’s policy and plans, pointed 
out that at one time or another 
its principals have planned and 
produced advertising for 39 of the 
97 advertisers who spent more 
than $1 million in 1945. An an- 
nouncement to be mailed this 
month and business paper adver- 
tisements will stress this fact and 
declare that “for a few advertisers 
of like caliber, this agency is now 
ready to render full and valuable 
service.” 

Mr. Day pointed out that be- 
cause of space limitations (the 
agency occupies 6,000 feet of floor 
space at 270 Park Ave.) and the 
policies of the principals, the kind 
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of account the agency would take 
would be limited. “We _ can’t 
handle an account like duPont or 
U. S. Steel,” he said, “because that 
requires a large research and copy 
department to prepare highly 
technical ads for 400 business 
papers.” 

DD&T will make arrangements 
with an outside research agency 
which will work under the super- 
vision of its own research head. 
Similarly, DD&T will have its 
vice-president and radio director 
act as liaison with an outside pro- 
ducing organization, Mr. Day said. 


Not a Special Medium 


“We won’t hire 47 Hollywood 
impresarios,’ Mr, Day explained. 
“We don’t believe radio is a spe- 
cial medium. We believe the com- 
mercials the important part of a 
radio program.” 

He also declared that “we are 
not great believers in merchandis- 
ing. We’re an idea agency, a copy 
agency. If the advertiser can’t run 
his sales department, we can’t run 
it for him nor can anybody else. 
If the advertising does not pay, 


merchandising can’t make it pay.” 
DD&T’s 6,000 feet of space will 
be used, he said, for creative 
people and contact people ex- 
clusively. The other services will 
be performed by outside organi- 
zations under their supervision. 
Mr. Day declared that the agency 
is well-financed and that “we are 
cagey about tying up with any ac- 
count unless it’s the right account.” 


CBS Adds 3 Affiliates 
in Latin America 

The CBS Network of the Amer- 
icas (Cadena de las Americas) in- 
cludes 114 stations as a result of 
the recent addition of HOS, Colon, 
Panama; HOD, David, Panama, 
and HJAP, Cartagena, Colombia. 

CBS shortwave transmitters 
currently are beaming southward 
four hours of programs daily in 
Spanish and two hours daily in 
Portuguese. 


Plans Lighter Campaign 


Josephson & Sharp Mfg. Com- 
pany, Glendale, Cal., maker of 
Sharpo cigaret lighters, will launch 
a national campaign this fall, 
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using business papers and con- of the new Sharpo Automatic. 
sumer magazines. Highlighting the Lockwood-Shackelford, Los An- 
campaign will be the introduction geles, is the agency. 
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Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 

We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in” the force of na- 
tional advertising. 
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THIS IS NEW YORK 


Fabulous and fantastic, Radio City Music Hall seats 6200; is 
é the world’s largest theater. Its giant turntable stage is a full 
city block in width. It operates a backstage railroad. Gold- 
backed mirrors are four stories high and the contour curtain 
weighs three tons. The Music Hall attracts more show-goers 
annually than there are people in metropolitan New York. Here 
a single picture ran 11 weeks; grossed over a million dollars. 
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PLANS UNDER WAY FOR 
1947 LARGE SIZE PROMOTION 
IN 5,000 CHAIN DRUG STORES 


Close to 5,000 chain drug stores—more 
than ever before—are expected to co- 
operate in the 1947 Large Size Promo- 
tion, January 17-27. The Drug Editions 
of Chain Store Age will again sponsor 
this nation-wide event. Fair trade prod- 
ucts of participating manufacturers will 
be featured in chain store window and 
interior displays and local advertising 
—and in manufacturers’ advertising in 
January “Large Size’ issues of Chain 
Store Age. Write for the details. 


HUHNE 


TO APPEAR OCTOBER 1 


This annual handbook covers all 
types of Notions sold by Variety 
and General Merchandise chains. 
Fully revised; out Oct. 1 as sep- 
arate section of both CSA Variety 
Editions. Reaches $280,000,000 
market. Total distribution 17,000. 
Ad deadline Sept. 20. 


SEEESESCecescueuesriererse 


TOP MEN OF FOOD CHAINS 


TO MEET OCT. 17-18-19 


Chain grocery executives respon- 
sible for buying products for re- 
sale, equipment and construction 
material will attend National 
Assn. of Food Chains meeting, 
Drake Hotel, Chicago, October 
17-18-19. October CSA Grocery 
Editions, carrying advance news 
of. event, to be distributed there. 
Total circulation will be 30,000. 
Ad forms close Sept. 20. 
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Department Store 
Sales Still 30% 
Ahead of 1945 


WASHINGTON—Department store 
sales in the nation for the week 
ending Aug. 3 were 30% over sales 
for the corresponding week last 
year, the Federal Reserve Board 
reports. Sales the last week of 
July had been 33% over the same 
week a year ago. Gains earlier 
last month were 26% ahead. 

Memphis, with special sales for 
the week this year, had a 70% 
gain, by far the highest reported. 
Next highest were Nashville, up 
53%; Louisville and Syracuse, up 
49%; Denver, 43%, and Birming- 
ham, Pittsburgh and Salt Lake 
City, 42%. The St. Louis (eighth) 
district, with a 37% gain, topped 
other areas. 

The reserve board reported the 
following percentage changes in 
department store sales from the 
corresponding figures last year: 


Week ending 
Federal Reserve July July Aug. 
district and city 20 27 3 
UNITED STATES...+28 +33 +30 
Boston District ....+24 +28 +22 
New Haven ..... +20 +24 +34 
ee +27 +31 +23 
Springfield ...... +18 +18 +24 
Providence ...... +26 +32 +25 
New York District.+31 +36 +32 
ee +37 +35 +29 
BOOS Siok ee cs cae +24 +31 +34 
NOW ZOTkK . 2.266% +32 +36 +32 
FUOGNOStOr ....2ss +25 +36 +35 
SVEMOUNO s5kcceae +40 +438 +49 
Phila, District +26 +24 +22 
Philadelphia ..... +23 +19 +16 
Cleveland District..+26 +36 +832 
WN dod aks cus +24 +24 +30 
CiNGINEATI ......% +30 +41 +29 
CIOV@IGBRG 0 icccce +19 +32 +28 
COIGMINGS 6.ciccas eee eee 6429 
BOM 3484000508 +18 +35 +23 
PiCtSbUreh 2.6.22. +34 +42 +42 
Richmond District +16 +20 +421 
Washington ..... +14 +13 +19 
MGIMROTe 2.64545 +21 +28 +26 
Atlanta District ...+29 +30 +34 
Birmingham ..... +34 +38 +42 
pe eer +34 +47 +45 
ACIBGUS. 445054508 +25 +26 +831 
New Orleans ....+29 +35 +15 
Nashville ........ *** 451 +53 
Chicago District ...+30- +42 +33 
COIGRED 6 oie si cas +28 +42 +38 
Indianapolis ..... +22 +42 +25 
po) ee +26 +38 +25 
Milwaukee ...... +34 +41 +32 
St. Louis District...+26 +35 +837 
Little Rock ..... +24 +19 +17 
BOUIBVINIE ok ccess +30 +33 +49 
St. BOG oi cccsicas +22 +39 +30 
MEOMONIS caccccce +30 +30 +70 
Minneapolis District 
Minneapolis ..... (Not 
a | ee available) 


Duluth-Superior . 
Kan, City District..+24 +31 +30 


DOTNVOE gic aa vied +29 +44 +43 
2! er +19 + 7 +20 
Mansas City ....5 +16 +34 +27 
ae eee +46 +17 dil 
Oklahoma City...+22 +24 +26 
cg)! A ree +21 +25 +27 
Dallas District ....+31 +29 +26 
CS err rrr. +32 +25 +30 
WOE Week 2636s +24 +24 +18 
po re +36 +44 +20 
San Antonio ....+44 +33 +27 


San Francisco Dist..-+28 +30 +28 
Los Angeles Area+30 +29 +35 


WOMIGRG 6.65665 608 +23 +24 +19 
San Francisco ...+17 +18 +16 
POPTIGRG 236050505 +25 +36 +30 
Salt Lake City...+42 +52 +442 


id ae eee +19 +22 +415 


Mayne Appoints Two 


Ralph E. Bennett, who recently 
prepared a survey and sales bud- 
get for the Henry J. Kaiser Com- 
pany and before that served as 
sales and merchandising execu- 
tive of various companies, has 
been appointed merchandising di- 
rector of Chas. H. Mayne Com- 
pany, Los Angeles. Richard J. 
Keefe, recently released from the 
Navy and prior to that on the 
public relations and sales promo- 
tion staff of CBS and Station 
KNX, Los Angeles, has been 
named head of publicity and pub- 
lic relations. 


Rouse Agency Moves 

A. James Rouse Company, Los 
Angeles, has moved from the 
Lincoln building to larger quar- 
ters at 541 N. La Cienega Blvd. 
Mrs. Margaret Martinez has joined 
the staff as office manager and 
space buyer. 
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JULY SALES OF CHAIN STORES 


; r July: ~ %o Gain ———7 month period ——-. % Gain 
Food Chain 1946 or Loss 1946 1945 or Loss 
OS SEO re 5,936,300 $ 4,460,653 -+33.1 $ 40,751,359 $ 31,735,880 +28.4 
Kroger Groc. & Bak. Co. 38,358,580 34,004,224 +13.0 274,833,735 236,320,935 +-16.0 
MONOOE TEA 5 oo... 05605 10,753,294 7,994,372 +34.5 74,169,609 51,913,248 +42.9 
oS ee -+..++ 60,135,642 49,712,543 +20.9 424,923,972 342,016,872 +24.2 
Group Total. .........6¢ $115,183,816 $ 96,171,792 +19.8 $ 814,678,675 $ 661,986,935 +23.) 
Mail Order 
Sears, Roebuck .......... $121,836,191 $ 70,977,266 +71.7 $ 728,168,852 $ 467,495,220 +55.8 
Sa 6,621,101 971,246 +66.7 51,334,659 33,969,038 -+51.1 
bMontgomery Ward .... 72,666,898 47,158,012 +54.1 446,917,306 310,279,919 +44.0 
Group Total ......60.. $201,124,190 $122,106,524 +46.5 $1,226,420,817 $ 811,744,177 +51.1 
Drug Chains 
NY Acs ric sedsasdebnas $ 1,258,270 1,016,890 +23.7 $ 12,107,025 $ 9,855,365 +22.8 
PeOmies .....:.. Sree ere 3,500 684 2,906,812 +20.4 24,177,944 19,593,458 +23.4 
Walgreen .............. . 12,037'801 — 10,061'466 +196 79'525.314 66,041,909 +20.4 
GreGe. Total, iisccsc.c $ 16,796,755 13,985,168 +20.1 $ 115,810,283 $ 95,490,732 +21.3 
Variety and Miscellaneous 
A. S. Beck Shoe Corp.... 2,314,245 1,748,224 +-32.4 20,677,311 15,474,862 +33.6 
Bond Sores i. .<..5.53.3 $ 4,349,425 2,631,000 +65.3 $ 36,102,994 $ 26,166,134 +38.0 
BO MOGs (555.550 s'sis's's 13,298,597 9,259,729 +-43.6 86,017,361 67,933,052 +26.6 
Consolidated Retail Stores _1,780,544 1,477,568 +20.5 17,007,700 13,336,657 +27.5 
prnmen, Me He... cs... 697,138 588,195 +18.5 3,999 737 3,579,646 +11.7 
*Franklin Stores ......... 1,773,177 TSS ARE © 3S SS 
i i 14,399,727 12,531,274 +14.9 107,438,176 93,251,185 +15.2 
og ie, An ee 5 587,831 009,177 +11.6 34,523,815 30,920,185 +11.7 
Me ccaces 18,039,848 16,416.49! 49.9 —124'961'053 116.722.649.471 
i SS, eee 10,866,276 448.414 +15.0 76,624,521 66,005,542 +16.1 
Lane Bryant, Inc. ........ 2,759,046 2,186,921 +26.2 25,968, 140 21,212,290 +22.4 
ee eee 7,518,517 6,985,522 .+7.6 47,036,632 45,049,825 +4.4 
ree Sey | CaN rere pea 6,173,884 5,444,619 +13.4 41,901 567 37,633,322 +11.3 
bMcLel an Stores ....... 3,574,269 3,255,621 +9.8 21,364,857 19,032,629 +12.3 
bMercantile Stores ...... 6,920,900 4,877,928 +41.9 44,861,300 32,225,569 +39.2 
Murphy, G. C............ 8.299.255 7.290.436 -+13.8 56,679,672 51,265,463 +10.5 
Neisner Bros. . . 3,364,972 2,965,573 +13.5 23,000,682 20,313,312 +13.2 
Newberry, J. J. 8,336,49 7,755,849 +7.5 56,376 305 52,117,609 +8.2 
Penny, J. C..... 47,729,677 36,984,429 +29.0 332,030,561 278,093,284 +19.4 
Rose's 5-25 Cent 1,061,525 941,322 +12.7 7,024,378 6,414,083 +9.5 
Western Auto .... . 8,434,000 4,676,000 +80.4 56,147,000 27,653,000 +-103.0 
Woolworth, F. W........ 42,082,807 36,158,459 +163 279,750,075 250,514,997 +11.6 
Group Total .......... $212,001,148 $173,623,574 +22.1 $1,464,970,022 $1,243,995,110 +17.8 
Combined Total ....... $545,105,909 $405,887,058 -+34.3 $3,621,879,797 $2,813,216,954 +28.7 


*Not included in totals. 


bSix month period. 
aTen month period. 


More than 10,600 
Variety Store 
Managers Read It! 


And It’s the Variety Store Manager 
That Counts When Merchandise Is Ordered 


Circulation to Variety Store Managers is by far the most important class of 
circulation in the entire Variety Syndicate market. These are the men and 
women who actually place the orders for the merchandise sold in their 
stores. The Syndicate Store Merchandiser is read by more Variety managers 
by far, than any other publication serving the Variety store market. In all 


OF EVERY 


“SHOOT FOR THE SIDE POCKET” 


VARIETY STORE MANAGER 


classifications of readership its 
audited circulation tops its field. 


‘Total Circulation Now 
More Than 21,700 


SYNDICATE STORE MERCHANDISER 


HEADQUARTERS FOR VARIETY STORE MARKETING DATA 
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Advertising Age, August 19, 1946 


MISS STARDUST—Nineteen - year - old 
Joan Smith of Bellmore, L. |., daughter 
of Weston Smith, vice-president and 
columnist of Financial World, was se- 
lected as Miss Stardust of 1946 from 
among more than 20,000 entries in a 
nationwide beauty contest sponsored 
by Stardust, Inc., New York, manufac- 
turer of blouses, bras and slips. She 
won $500, a week's vacation in New 
York, and a modeling contract with 
Walter Thornton. Norman D. Waters 
& Associates handles the account. 


Western T oy, Gift 
Shows Bring Out 
Many New Wares 


SAN FrRaNcisco—Greater variety 
of wares and greater care in buy- 
ing featured the recent fall West- 
ern Gift, Toy and Housewares 
Show here and similar shows this 
month in Portland and Seattle. 
The three shows are managed by 
Kay Leber of the Western Mer- 
chandise Exhibitors Association. 

More plentiful imports of mer- 
chandise were observed at the 
shows. These included Swedish 
glass, Czecho-Slovakian crystal, 
bone china from Italy and else- 
where, and first showings here of 
outrigger canoes, book ends and 
other products by Ka-Lae Mfg. 
Company and other Hawaiian 
companies. 

Many more West Coast manu- 
facturers also made their first ap- 
pearances. Among them were 
Western Toy Mfg. Company, Se- 
attle, revealing a pedal replica of 
the Willys Jeep; George Jue Mfg. 
Company, Beverly Hills, Cal., with 
a lightweight duraluminum bi- 
cycle, and others introducing dolls, 
baby clothes, etc. 

Miss Leber expressed belief that 
buying next fall will be more ac- 
tive, for by then manufacturers 
will probably have caught up on 
demand, stocks will have dropped 
and the public will have “more 
confidence in prices.” 


‘Mr. D. A.’ Rates 


First on Pacific Coast 

The July Pacific Network Hoop- 
eratings report lists “Mr. District 
Attorney” first among the first 15 
programs on the Pacific Coast, 
with the “Aldrich Family” second, 
and “Whistler” in third place. 

The report shows an average 
evening audience rating of 6.1, a 
decrease of 0.4 from the last re- 
port, and a decrease of 0.3 from 
the rating for the same period in 
1945. The average daytime audi- 
ence rating is 3.6, up 0.4 from the 
last report, and up 0.3 from a year 
ago. 


Launches Quarterly 


Reporter Publications, Inc., New 
York, will launch a quarterly 
magazine, American Fabrics, with 
the October issue. Subscription 
price will be $10 per year with a 
special charter pre-publication 
rate, acceptable until Oct. 1, of $7 
per year. 


Chevrolet Mailing 
Large Broadsides; 
Others Hold Back 


DETROIT—Despite inability to 
get its truck, as well as passenger 
car, production up to ’41 levels, 
Chevrolet division of General 
Motors Corporation this fall con- 
tinues a heavy use of direct mail 
to boost its 99 truck models. The 
company has used direct mail 
pieces for a decade and more. 

The current campaign, prepared 
by Campbell-Ewald Company 
here, shows various models each 
month. The four-color 20x28 inch 
broadsides emphasize the variety 
ot wheel bases, precision assembly 
and superior performance as 
proved by road tests. The material 
goes each month to customers des- 
ignated by Chevrolet dealers. 

Chevrolet’s use of direct mail 
stands out as unorthodox here, for 
few other automobile makers cur- 


rently employ direct mail pieces. 

Other car and truck makers and 
their agencies report that their 
dealers frequently protest against 
use of direct mail now because it 
“is a personal invitation” to buy. 
Several companies, it is said, have 
held up prepared mailing cam- 
paigns pending increase in de- 
liveries. 


Prints Decor Booklet 


“Let’s Dress up Your Bedroom” 
is the title of a new four-color, 20- 
page booklet for consumer distri- 
bution written by Mary Adam and 
published by the Mengel Com- 
pany, Louisville, maker of Perma- 
nized furniture. The booklet offers 
suggestions for decorating bed- 
rooms, featuring 18th century co- 
lonial and modern Permanized 
bedroom suites. 


Grant Promotes Moore 

Loren C. Moore, general art di- 
rector of the 17 offices of Grant 
Advertising, with headquarters in 
Chicago, has been named a vice- 
president. 


Dealers Themselves Say 
AMERICAN LUMBERMAN 


1—Subscription Renewals ....------- petheevaeve ‘ 
2—Subscription at Basic Price...-.---+-+++++++: 78.2% * 


3—-Mail Subscriptions ....--+-+++++*> 


building dealer paper. 
JILATION NOW MORE THAN 16,000 — UP 
cay 50% IN 4 YEARS, UP MORE THAN 


2,000 SINCE DECEMBER 31, 1945. 


Is Their First Choice 


They prove it with cash on the line in 
5-year average subscription record. 


stkecssre ne 


*Far ahead of any other lumber and 


Published Every Other Saturday 
139 NORTH CLARK STREET, CHICAGO 2, ILL. 


FIRST! 


To Tap Reservoir of NBC 
Networthy Talent! 
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TOMMY ALLEN 


First NBC lend-leased talent chosen by WKY 1s Tommy Allen, bari- 
tone, who won an NBC contract after auditioning on “Welcome Home” 
He sings three times a week for Oklahoma Gas & Electric Company 
At the end of his 13-week stay, another NBC comer will be chosen 
from the network's reservoir for the next 13-week cycle. 


WKY—OKLAHOMA CITY *+* NBC AFFILIATE + 930 KC. 
Owned and Operated by the Oklahoma Publishing Co. 
The Daily Oklahoman and Times * The Farmer-Stockman 
KVOR, Colorado Springs + KLZ, Denver (Afil. Mgmt.) 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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Radiant Heater, Jacobs 
Form New Company 


Infralectric Radiant Heater Cor- 
poration has been formed by the 
Radiant Heater Corporation, New 
York, and the F. L. Jacobs Com- 
pany, Detroit, manufacturer of au- 
tomotive parts and home appli- 
ances, to handle the sales of per- 
manent, electric, home-heating 
units with glass as the basic ele- 
ment and a combination portable 
heating unit and tray. Basil A. 
Needham has been elected presi- 
dent of Infralectric in addition to 
holding that office in the Radiant 
Heater Corporation. Offices of 
the new company are located in 
the main plant of F. L. Jacobs 
Company, Detroit. 


Marketers to Meet 


“Patterns for Tomorrow—Re- 
tooling for Tomorrow’s Marketing 
Problems” is the theme of the 
American Marketing Association 
convention to be held at the Stat- 
ler Hotel, Detroit, Oct. 24 and 25. 
The program has been planned 
around the basic theme of how to 
choose the best and how best to 
use present research techniques. 


~THE ADVERTISING MARKET PLACE 


“Positions Wanted,” 


The rates for this department are as follows: 


“Help Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. Figure bold face heads 25 letters and 


spaces per line; 


light body face 34 per line. Box numbers add two lines. Terms cash with order. Forms close 


Thursday noon, 11 days preceding publication date. Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


HELP WANTED 


Advertising Age, August 19, 1946 
Promotes Lindfors 


E. S. Lindfors, traveling repre- 
sentative and district manager of 
Bell & Howell Company, Chicago, 
has been appointed a vice-presi- 
dent, with headquarters in the 
New York office. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


Reporter for leading New York 
tradespaper in popular music field. 
Knowledge of popular music indus- 
try preferred, but experience and 
ability as reporter more important. 
Write full details, including names 
and addresses of superiors in former 
jobs. First letter good salary. 
Box 8383, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


“WHERE WILL _ T BE J 


YOU BE AT 50? — 
An opportunity to shape your own 
future is available if you are an ex- 
perienced advertising salesman cap- 
able of developing into the advertis- 
ing manager of an old-established 
Drug Trade Journal. Ambition, abil- 
ity and personality are the tools 
you will need. 

Box 8376, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, pak 


Secretary for one-man agency. 
Opportunity to learn advertising 


and grow with business. Phone, 
Delaware 8702, Chicago, Ill, for 
appointment. 


Chicago’s Original Adv. & Publ. 
Personnel Service 
COPYWRITER—agcy. 
ILLUSTRATOR—studio 
SPACE SALES—mag., Chgo.. 9,100 
ADV. MGR.—-yr., paper exp.. 


DIRECT MAIL—ethical drug 7,500 
COPY-CONTACT—food or 

le ia ss Sie > 410.450 ¥S)5,554 46 7,200 
COPY WRITER indus. exp.. 7,200 
ADV. MGR.—foods .......... 7,000 
ADV. MGR.—consumer pas. 6,000 
SALES PROM.—app. exp.. ,200 
PROD. MGR.—agcy......... 5,200 
LETTERING ARTIST—studio 5,200 


FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago, Ill. 


FREE SERVICE TO EX-GIrPS 
GI training and permanent jobs on 
Virginia newspapers. Va. Press Assn. 

24 N. 8th St., Richmond 19, Va. 


Advertising Manager, two well es- 
tablished, authoritative magazines 
of social and economic affairs. Ad- 
vertising sales now total nearly 
$20,000 a year. Mrs. X, present 
Advertising Manager, retiring. Sal- 
ary and commission. New York 
City. State income expected. 

Box 8374, ADVERTISING oo 
330 W. 42nd St., New York 18, N. 


Pulls MAIL, Results, 


BUSINESS! 


Myrtle Labbitt’s “Homechats”, after a solid ten-year run, is a morning institution in 


thousands of Greater Detroit homes. Myrtle’s program is probably one of the most 


unique and informally simple shows in the country . . . homey as a parlor rocker, 


smart as a new Fall bonnet. “Homechats” is just another sample of CKLW program- 


ming that sends listeners merrily off to pay cash for things on dealers’ shelves. 


Myrtle Labbitt is especially adept at introducing new products to her audiences for 


she advertises only those which she has personally used or tested and in which she 


herself has confidence. The commercials vary in length from 150 to 500 words, de- 


pending upon their editorial or news value. In addition to commercially announced 


products the “Homechats” 


audience is given news of the latest developments in 


household appliances, new foods, unusual recipes, new fabrics or any household 


methods that will assist the homemaker in her daily tasks. Reviewing current books, 


giving news of unusual hobbies and interviewing men and women who are well 


known in the entertainment field, or for performing some outstanding public service 


and those who have a particular message for the audience, all serve to make the 


‘ “Homechats” 


- fisted are 50,000 watters! 


ts Only, 
By Station 2) grt and Re 


Homemakers 


Recipes 


Analysis, 


xxx SCHENECT avy 


w pETROIT 
= cuicaco 


myrtle Lebbitt 


PROOF? As shown below, on a recipe-request campaign, 
Myrtle Labbitt’s Homechats show placed 2nd in low net costs 
per inquiry . . . and five of the nine stations 


turns On 
OF Returns 


<’ Program 


a 


Free Trial Pkg- 


entertaining, educa- 


tional and full of human interest. 


Iu the Detroit perea, th 


CKLW 


5,000 Watts at 800 KC. Day 


and Night 


J. E. Campeau, Managing Director 


MUTUAL SYSTEM . . 


® 
. Adam J. Young Jr., National Rep. 


-s 


COMMERCIAL ARTIST 

with experience in layout and let- 
tering. Some finished art. Knowl- 
edge of technical and mechanical 
aspects of platemaking desirable. 
Permanent position with unusual 
future possibilities in mid-western 
city of 125,000. Give full informa- 
tion in first letter. 

Box 8375, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


HERE’S A REAL JOB 
FOR A STYLE-WISE 
YOUNG LAYOUT MAN 


We need a man with vision enough 
eventually to become a principal in 
this well-established and fast grow- 
ing agency, in a medium-size mid- 
west city. Up to now, we have been 
buying our layouts from some of 
the best men in the country and we 
need a man who can supplement 
their work at first, together with 
some finished art, and then take over 
our entire art direction. He must 
have a good style sense which he 
can apply to both general and in- 
dustrial accounts. Vetgran preferred. 
Samples with application, please; 
they will be returned. Salary com- 
mensurate with ability. 

Box 8385, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


ADVERTISING SOLICITOR 
in St. Louis, Mo., wishes to repre- 
sent trade yearbook or monthly 
publication. Commission basis. 
Box 8377, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


YOUR BUSINESS NEEDS 

A man whose advertising and sell- 
ing experience qualifies him to meet 
the demands, not only of today’s 
sellers market but more important- 
ly, those of tomorrow’s highly com- 
petitive buyers’ market. 
A man not only with advertising 
and selling knowledge, but with 
ideas AND the know-how to put 
them to work and make them pay. 
A man who can give aggressive 
leadership to your Advertising and 
Sales Promotion Departments or the 
servicing of agency accounts. 
A man who is looking for a future 
instead of just a job. 
At present located with food com- 
pany in New York. Will welcome 
opportunity anywhere. ae 36. 
Single. Salary desired, $6,5 

Box 8384, XpveRtisiNe. AGE 
330 W. 42nd St., New York 18, N. Y. 


I Want a Job Like the Guys in 
“The Hucksters” Had! 

Big dough, plenty liquor, lots of 
women, partner in 3 months—and 
it has to be in Cleveland. Arrange 
meeting and I'll buy a new necktie. 
Hot dog! Let’s go 

Box aoe ADYERTISING AGE 

100 E . Ohio St., Chicago 11, Il. 


Art Director with 7 years exp. de- 
sires to leave New York. Prefers 
S. Calif. or N. Western state with 
progressive agency or dep’t. store. 
Salary open. 

Box 8382, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Here’s Both Youth & Experience 
Three years on staff of National 
Advertiser—copy,-prod., layout, di- 
rect mail. 27 yrs. old. Ex-Naval Lt. 
Married. Desire spot with Mfr. or 
Adv. Agency in sales capacity. 

Box 8381, ADVERTISING AGRE 

100 E. Ohio St., Chicago 11, Ill. 


PRODUCTION MAN 
Prefers change to the South or 
West. Agency experience with ex- 
tensive printing ee and su- 
pervision backg nd. 

Box 8378, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALESMAN 
WANTED 


WE ARE IN NEED 
OF A 


HIGH CLASS 
SALESMAN 


Who can actively represent 
us and who is interested in 
making a connection with a 
company that is recognized 
as one of the leaders in the 
industry. 


OUR LINE IS EXCLUSIVE 


And is by far the best that 
we have ever manufactured 
during the 53 years that we 
have been in business. It 
consists of CALENDARS, 
FANS (both folding and mod- 
eae and SPECIAL- 


And it offers an exceptionally 

good opportunity to a sales- 

man who is ambitious. So, 

if interested, please write us 

fon for our proposi- 
on. 


ws COLSON CO. 
Paria, Illinois 


IF 


in the course of your OPA sweating, 
it is necessary that you have a man 
at your ribs with ability to compose 
forceful, alluring, magnetic, soul-sear- 
ing sales literature — missives, bro- 
chures, enchiridions, pamphlets, news 
releases, post cards — notify me 
swiftly. 

20 years experience as a penman 
of the priceless, the precious, the 
matchless, the consummate. 

Men and women are impotent in 
the luxurious embrace of my melli- 
fluous phrases. 

Like the Pied Piper, | lead them 
singing to the counters to buy, buy, 
buy. 

| cause your cash register to curl 
in ecstasy, as it licks in the tin and 
the folding wampum. 

| am open for bids —what do | 
hear — full or part time. 

Box 6542, ADVERTISING AGE 
100 E. Ohio Street, Chicago, Illinois 


AVAILABLE 
SEPTEMBER 1 


A man of wide experience in 
media sales primarily and have 
served in executive capacity with 
one of the outstanding publishing 
companies. 


Experience has frequently led to 
top executive contact in Midwest 
wherein an understanding of cam- 
paign construction has been se- 
cured. 


Seeks an agency association 
where increased business is de- 
sired and will underwrite large 
portion of cost for new business 
with top calibre agency. Have no 
accounts in a basket. 


Wire or write for interview. 


Box 6543, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Trade Paper Rep. Personable. 
Thoroughly Experienced, 
widely acquainted Ohio industries, 
agencies; skilled in publication pro- 

motion; copy preparation. 
Box 8879, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FLORIDIANS: MARK CHOICE 
AND RETURN FOR DETAILS 
( ) Advertising Manager; ( ) Sales 
Promotion Manager; ( ) Account 
Executive; ( ) Publicity Director. 
No. .. this man is not a genius, but 
versatile! Now Advertising Manager 
large corporation. Desires to re- 
turn to Florida permanently. $6,500. 
Box 8380, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


A.l. Mech, itnsteater--itetencher 
with own equipment desires desk 


space. N. Light if possible. 


Dearborn 0875—Ullrich, Chgo, Ill. 


Are You Looking for Someone _ 
to write, edit, make plant contacts 
ind take over complete production 
9f you house organ? Reasonable 
freelance terms. Also brochures and 
mail pieces. Eula Hasten & Mary 
Moriarty, 36 W. Randolph, Fra. 7100, 
Chicago, Ill. 


PUBLISHERS REPRESENTATIVE 


A man who has served as Western Manager 
for one of the largest magazine publishing 
companies is establishing his own organization 
to represent several magazines in the Midwest 
—Chicago headquarters. We will serve effi- 
ciently and progressively one or two additional 
magazines if they are established on a solid 
foundation and indicate opportunity for a 
profitable operation. 


Write or wire if you want the best represen- 


tation carrying honesty and integrity for its 
full value. 


BOX 6544, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ADVERTISING and AGENCY MGR’S. 
Can YOU 
USE me? 
Advertising student available for half | 
work, afternoons, six days a wi 
metropolitan Chicago. Experience in’ p 
vertising department prior to war. Copy, 
layout, and production. 
Box 6541, ADVERTISING AGE 
100 E. Ohio St., Chieago 11, Illinois 
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Oil-0-Matic Plans 
5-Lb. Oil Burner: 
Adds More Dealers 


CuIcAGo—Williams Oil-O-Matic 
division, Eureka Williams Corpo- 
ration, has advised its 1,200 dealers 
to triple their sales staffs handling 
Oil-O-Matic oil burners and im- 
mediately renew their sales ef- 
forts, despite the division’s inabil- 
ity to make prompt deliveries. 

At a regional sales meeting here, 
dealers were informed that the di- 
vision has taken steps to add an- 
other 800 dealers by next July. 
New dealers, however, will not re- 
ceive deliveries until next sum- 
mer, E. H. Davidson, manager of 
heater sales, emphasized that “Oil- 
O-Matic’s plant has been built by 
its dealers and the size of the 
dealer organization determines the 
size of the factory.” Present deal- 
ers, he pointed out, will benefit, 
rather than suffer, by an expan- 
sion of the number of outlets. 

Oil-O-Matic officials warned 
that salesmanship has reached a 
low ebb in the present period of 
shortages. Too many salesmen, it 
was said, merely take orders; 
“what” is sold, and not “when” 
deliveries can take place, must be 
emphasized to consumers. 

The theme, “It’s what you get 
that counts, not when,” will be 
stressed in the division’s adver- 
tising. Three-fourths of the ad 
campaign this year will be de- 
voted to newspaper ads, and one- 
fourth of the budget will go into 
shelter magazine advertising, ac- 
cording to L. A. Casler, of Stew- 
art, Hanford & Casler, Rochester, 
agency for the division. 


To Make 5 Pound Model 


W. A. Matheson, general man- 
ager of the division and vice- 
president, Eureka Williams Cor- 
poration, Bloomington, IIl., re- 
vealed that the division this year 
has produced three times as many 
fuel burners as in any previous 
comparable period. By 1950, Wil- 
liams intends to turn out 25% of 
all automatic fuel burners, 

Mr. Matheson revealed that next 
year the expanded Bloomington 
plant will get production going on 
a new lightweight oil burner for 
smaller homes. The new unit, 
weighing only five pounds, com- 
pared with the present average of 
about 100 pounds, will cost no 
more than gas burners, for the 
first time putting oil heater units 
on a par with gas burners so far 
as initial costs are concerned. Mr. 
Matheson pointed out that oil 
burner operating costs are much 
below those using manufactured 
gas. 


H. W. Burritt, president of 


What's new 
in the 
small town 


weekly 
? 


See what's happening to rural, 
home-spun journalism. Send for 
a sample copy of Ozaukee Press, 
the weekly newspaper that was 
awarded first prize in the recent 
NEA contest for best use of illus- 


trative material. 


Address: Ozaukee Press, Port 
Washington, Wis. 


Eureka Williams, revealed that the 
company has a $25,000,000 back- 
log of orders for all products, in- 
cluding Oil-O-Matic burners, 
Eureka vacuum cleaners, and the 
White House line of table appli- 
ances made by National Stamping 
& Electrical Works, Chicago, which 
was recently added as a subsid- 
iary. Eureka Williams sales totaled 
about $17,000,000 for the fiscal 
year ended July 31, Mr. Burritt 
revealed. 


B&B Promotes Whittaker 


Alfred Whittaker has been 
named associate director of re- 
search for Benton & Bowles, Inc., 
with supervision over radio, copy 
and sales research and market 
analysis. Mr. Whittaker joined the 
agency last January as assistant 
to Charles Pooler, vice-president 
and director of research. 


Appoints Borges 

Walter F. Borges has been ap- 
pointed sales manager of the 
Wrought Washer Mfg. Company, 
Milwaukee, succeeding the late 
William F. Disch. 


Frozen Foods 
Cost Too Much, 
Grocers Contend 


St. Louis—Thirty retail grocers 
surveyed for George Lytle Com- 
pany, frozen foods distributor here, 
told questioners that the major 
consumer objection to frozen foods 
is price, which, most customers 
said, is too high. 

George Lytle, president of the 
company, asked grocers to coop- 
erate in helping to streamline op- 
erations in the frozen foods mar- 
ket. 

Removal of canned goods had 
a bad effect momentarily on the 
sales of frozen foods, 80% of the 
grocers said, but they added that 
sales picked up again and have 
since continued to grow. Chicken 
a la king, chili, stew, hash and 
similar items were not ready sell- 
ers, 75% of the grocers said, while 


other slower sellers included 
frozen orange juice and bean 
sprouts. In top demand on the 


list were lima beans, peas, aspara- 
gus, vegetable mixes and some 
fruits. About 50% said they tried 
to maintain a constant stock of 
frozen poultry. 

All the grocers said that they 
needed cabinets adequate to stock 
enough items for a full day’s sales. 
Most grocers contemplate expand- 
ing their equipment, and most said 
that they would prefer to buy their 
own frozen food equipment rather 
than lease it from a distributor. 

Equipment that the grocers hope 
to get will have clear lids through 
which customers can see what they 
want to buy. Round packages were 
criticized for wasting too much 
space, 


To National Transitads 


National Transitads, Chicago, 
has been appointed sole national 
representative for the sale of 
transportation advertising in An- 
derson, Elkhart-Goshen, Evans- 
ville, Gary, Greater Indianapolis, 
Marion and Richmond, all in In- 
diana; and Columbus, Hamilton 
and Lima, O 


49 
Name Klitten & Thomas 


Three advertisers have named 
Klitten & Thomas, Los Angeles 
agency, to handle their accounts. 
They are Triple A Metalcraft Cor- 
poration, Los Angeles, maker of 
cast aluminum cooking utensils; 
Zondine Game Company, Holly- 
wood, maker of child and adult 
games, and M. R. Grandon Com- 
pany, Los Angeles, maker of 
Zephyr cigaret holders, 


Janota to AGA Publicity 


Alice M. Janota has resigned as 
assistant food editor of the Faw- 
cett Women’s Group, New York, 
to become an assistant director in 
charge of domestic publicity in 
the publicity bureau of the Ameri- 
can Gas Association, New York. 
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THE LETTER SHOP, Inc. 


431 5. Dearborn St., Chicago 5, Hlinois 


WHEN LOOKING 


in Americ 


a’s rich ‘ 


FOR COVERAGE 
oth market.-- 


—— 


AM 
pRocnan 


ING 
RATING 


An amazing Hooper? Not to those who know 


woBl*« 
NATIONAL — scRANTON 


PER 
HOOPER 


Scranton radio. For years, WGBI has dominated this rich 


industrial area. That’s why it always has been... and still is... your best buy 


in America’s rich 19th market. Remember — BUY WGBI! 


= WGBi = 


*Reprinted from 


FRANK MEGARGEE, President 


The BILLBOARD MAGAZINE 


April 20, 1946 


CBS AFFILIATE © 910 KC 
1000 WATTS DAY * 500 WATTS NIGHT 


@ BLAIR 


& COMPANY 
National Representatives 
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Farm Publication 
Linage Gains 7%, 
AA Report Shows 


Cuicaco — Farm publications 
gained a healthy 6.9% in adver- 


Agricultural , 
eaders 


Digest 


EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOME 


50 Million Opportunities to 
- Get Your Product “Talked About” 


Agricultural Leaders make over fifty million farm 
contacts each year. Be sure these influential 
leaders know about your products to implement 
the farm practices and home conveniences they 
recommend. Agricultural LEADERS’ Digest 
reaches all 30,000 men and women leaders serv- 
ing six million farm families. Ask for Market and 
Merchandising Data Folder. 


AGRICULTURAL LEADERS’ DIGEST 
139 N. Clark St., Chicago 2, ill. 


PUBLISHED EXCLUSIVELY FOR LEADERS IN 
ECONOMICS 


AGRICULTURE AND HOME 


tising linage in July and August 
over the same period last year, ac- 
cording to ADVERTISING AGE’s 
monthly compilation. This com- 
pares with a 2% gain for June and 
July issues and a gain of 9% for 
May and June issues (AA, July 
22). Volume for latest issues to- 
taled 1,443,632 lines, 200,000 over 
the linage reported last month. 

August farm magazines had the 
greatest gain. Their linage jumped 
19.4%, from 197,596 a year ago to 
235,929 this month. July semi- 
monthly magazines had an 11.2% 
gain, coming up from 372,007 in 
July 1945 to 413,760 lines last 
month. 

July weeklies gained 7%, carry- 
ing 36,898 lines against 34,483 a 
year ago. July dailies carried 
435,873 lines, 5.6% ahead of the 
412,896 run last year. Losses were 
reported for three classifications. 
August monthlies showed a 1.9% 
decrease, dropping from 208,675 
to 204,752 lines; July monthlies 
dropped 2.1%, from 17,481 to 17,- 
116 lines, and July bi-weeklies 
had a 7.7% loss, down from 107,- 
530 to 99,304. 

Canadian farm publications had 
the greatest increase for the 
month, with a 24.1% gain over ’45. 


Shift Your Sales 


into High Gear 


in GARY! ) 


The buying power of the city of Gary has more than 


doubled in five years. 
1940 
$75,000,000 


1945 
$157,024,000* 


*Net effective buying income, Sales Management, 


Survey of Buying Power, May 10, 1946. 


Gary, next to Milwaukee, is the largest city within a 100 


mile radius of Chicago. 


Gary is the principal buying center in a $400,000,000 


market. 


LAKE COUNTY, INDIANA........ 
PORTER COUNTY............ 


«se ee. $373,357,000 
26,178,000 
$399,535,000" 


*Sales Management, Survey of Buying Power. 


Your advertising will hit this center of the sales target in 


THE GARY POST-TRIBUNE 


GARY’S ONLY NEWSPAPER 


Six day home delivered penetration of more than 95% of the families 
in the city zone. No other medium, including the combined circula- 
tions of all five Chicago dailies, even approaches our penetration 


in the Gary city zone. 


Population of the Gary Trading Area....... 200,000 plus 


Wage Earners in Area........+e-eseeeeeees 


Average weekly wage in Gary in- 
dustry highest in Indiana. 


They EARN in Gary 


60,000 plus 
More than 90% of all employed 


persons in the area work in Gary. 


e They SPEND in Gary 


Basic steel, the principal product of Gary industry, is assurance of 
long term sustained prosperity at increasingly higher levels. 


If you want response, advertise in THE GARY POST-TRIBUNE, 
the newspaper with one of the most productive PULLINE® rates in 


America. 


*PULLINE measures RESULTS when you 
ADVERTISE IN THE GARY POST-TRIBUNE 


National Advertising Representatives 


BURKE, KUIPERS & MAHONEY, INC., New York, Chicago, Atlanta, Dallas, Oklahoma City 


For best results ADVERTISE ADEQUATELY in newspapers 


Advertising Age, August 19, 1946 


AUGUST ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial — 
Seales Excluding 
Poultry, 
Etc ool Livestock 
c—— Total Advertising and Classified —_e a 6 
ay pst < S 
Sema Banos Gans aoe ved hol Pages Lines Pages Lines Lines - Lines 
. Idaho Farmer ..... 21.9 16,548 21.2 16,035 15,122 14,624 
FARM MAGAZINES Te is ak ae 
Capper’s Farmer... 25.4 17,246 29.2 19,842 16,356 19,118 Guide ....eeeeeee 1d, , , ’ ; : 
Country Gentleman. 45.3 30,819 50.2 34,114 29,659 33,308 | Kansas Farmer .... 19.4 14,766 16.5 12,528 12,988 10,864 
Farm Journal ...... 51.5 22,059 54.0 23,089 21,069 22,377 Michigns Parser... 24.3 18,738 19.6 om a ta 
: s coos . ° . “» , , 
—— Missouri Ruralist... 20.6 15,680 os pre to oe yet 
Edition ........ 33.6 24,475 25.6 18,654 23,162 17,649 | Montana Farmer... 23.0 17,330 24. , : ‘ 
Ga Ale Pia. sihonaeendiion Nebraska Farmer.. 34.7 26,238 28.3 21,392 22,969 19,111 
MGition ....5.. 34.0 24,761 26.0 18,955 23,208 17,991 <n Home- 26.0 19,172 22.4 15,698 18,186 10,998 
- - BTCAG ccccceccvecs e ° ° ’ , ’ 

Taitee x han 35.6 25,917 25.6 18,640 24,573 17,875 | Ohio Farmer ...... 27.4 21,078 21.7 16,670 18,844 14,436 

Miss.-La.-Ark. : ; é ’ : Oregon Farmer .... 18.9 15,592 19.9 14,909 14,166 13,598 

ee 35.0 25,551 25.3 18,424 24,141 17,570 | Oregon Grange 

Texas Edition 36.8 26,836 26.9 19,639 25,384 18,570 nmiienad danke ct 14.8 15,184 12.2 13,748 15,134 13,748 
*In all 5 Editions.. 29.6 21,578 22.3 16,248 20,728 15,597 ennsylvania 
*Aver. 5 Editions... 35.0 25,508 25.9 18,862 24,094 17,981 | Farmer .......... 20.3 15,651 23.5 18,121 18,740 16,292 
Southern Agricultur- . ee “ rapes Utsh Farmer ....: 13.0 9,779 11.5 8,718 9,54 : 

| Ee ee 1.8 15,326 .5 15,071 14,151 , a 8 
Successful Farming. 51.0 22,939 47.0 21,168 21,769 20,221 ‘@uciinwan "Pactees ve anaes a3 gi $8,338 Lier? 

Total Group ..... 370.0 235,929 331.3 197,596 223,472 198,985 Fae Pee bee 35.4 27,741 27.0 21,162 15,203 10,270 

sconsin - 
FARM PAPERS ree we. 28.7 22,575 23.0 18,040 21,799 16,986 
Ph nog Total Group ..... 533.8 413,760 483.3 372,007 352,652 316,357 
5 Bi-Weeklies—July 
Better Farming 9 1888 145 4,982 4,608 4,822 | Co itornia Cultivator 29.4 22,256 29.2 22,081 20,557 20,247 

Methods ......... 17.5 7,487 28.1 5,905 7,487 5,905 | Dairyman’s League 
Better Fruit... 04 FT 18S GMT TEST CUES | CMe conse ssss: 10 EER SE GMT CE 4088 
se a —— ... 22.0 14,994 19.0 12,488 14,994 12,488 Northern Edition. 29.9 22,582 38.0 28,743 19,812 25,600 
Carolina Co-operator 13.4 4.680 10.5 4.415 4.620 4.372 Southern Edition. 26.7 20,225 36.6 27,698 17,495 24,021 

: , ‘ ’ ° , 36.0 26,199 31.0 22,761 21,617 18,403 
Cattleman, The ... 56.3 28,653 45.2 18,991 14,609 13,251 | Prairie Farmer ... , , ° , 
Cooperative Digest.. 14.0 2,940 20.0 4,200 2,94 : ms aor y 
Shactaielty on the ? — Se Se Doom, «4408 99,304 143.4 107,530 85,815 92,932 

I tar 5:5 18.9 6,745 20.5 7,318 6,745 7,318 klies—J 
Farm and Ranch... 17.5 13,235 22.8 17.256 12179 16,417 a aes OS OS 6,973 7,669 
Farmer-Stockman.. 20.6 15,552 20.8 15,748 15,040 15,234 e 
Fiorids Grower ae 13.2 9,003 10.5 7,129 8,584 6,691 City me 44% 66.00% 11.0 27,019 9.5 23,480 16,899 17,140 
Kentucky Farmers’ “ 

Home Journal .. 11.1 8,677 10.6 8,275 7,072 6,810 Total Group ..... 15.4 36,898 14.4 34,483 22,872 24,809 
—— Farm ‘ ‘ omen nen’ 

5 55 ° 
gnats See EE a NE Re Drovers Journal.. 45.2 96,227 46.6 99,071 24,152 30,541 

Producer ........ : 9 Kansas City Daily 

ao ee oe Drovers Telegram 58.9 125,418 52.3 111,344 37,964 41,425 
ha Daily Jour- 
aaa TF A eS Onal-Stockman ... 51.4 109,422 50.8 107,082 26,739 40,961 

WET ss ovecea os 10.6 4, 2.2 St. Louis Daily Live 
games Modes: “708 3 5,489 64,641 5,804 Stock Reporter .. 49.3 104,806 44.8 95,399 34,407 $1,433 

Eastern Edition.. 30.4 13,035 37.3 16,001 10,528 13,026 ae &. dan wr 

Central Edition... 25.3 10,838 31.5 13,506 9,327 11,585 Total Group .....204.8 435,873 194.0 412,896 133,262 144,360 

Western Edition.. 22.8 9,784 26.7 11,446 8,466 9,715 | Sn ancl \ 1 

Pacific Edition... 25.2 10,815 27.2 11,677 8,944 9,340 ‘wie - seen Pe ge — 

*In all 4 Editions.. 22.0 9,443 24.3 10,420 8167 8,965 July aaues : ee ed 

Southern Farmer .. 3.1 2.475 2.9 2,294 2.080 1.845 aJuly-August issues combined. 

Southern Planter .. 18.1 12,665 16.8 11,756 11,874 11,050 

*Western Dairy ‘ CANADIAN . 
. BOULEOE Sc0acic<es 7.7 20,062 29.7 12,499 5,453 4,431 *Canadian Country- 

Western Livestock } MO kes4eaeutcens 22.3 15,606 27.0 18,989 12,597 16,570 

ct | arn 6.1 36,190 83.3 35,007 10,584 11,098 | Country Guide, The 24.8 17,814 24.8 17,856 17,814 17,856 

re a*Family Herald & 

Total Group ..... 402.7 204,752 427.0 208,675 181,408 186,276 Weekly Star: 

Monthlies—July Eastern Edition.. 63.3 63,262 47.8 47,763 40,240 33,548 
Arkansas Farmer... 8.8 6,681 8.4 6,383 6,681 6,383 Western Edition.. 58.6 58,599 41.3 41,274 42,838 31,136 
Idaho ,Granger nasa «SS 7,035 7.5 8,092 7,035 8,092 Farm & Ranch 
Nation’s Agriculture 7.5 3,400 6.6 3,006 3,400 3,006 a ee ee 15.6 11,249 13.0 9,378 10,683 8,694 

—_— *Farmer’s Advocate 

Total Group ..... 22.8 17,116 22.5 17,481 17,116 17,481 & Home Magazine 27.3 19,048 30.8 21,245 16,503 18,048 

Semi-Monthly—July Farmer’s Magazine. 24.7 17,340 23.9 16,700 16,206 15,334 
American Agricul- *Free Press Prairie 

0 eerie 20.5 14,906 17.3 12,588 13,264 10,603 Farmer .......... 98.4 108,249 67.6 74,373 64,503 40,830 
California Grange *Western Producer. 45.8 48,999 39.9 42,700 28,322 18,731 

Eee 11.5 12,852 11.8 13,244 12,852 13,244 —- —- 

Dakota Farmer 19.5 15,088 24.0 18,683 13,987 17,680 Total Group .....380.8 360,166 315.6 290,278 244,706 200,747 
Farmer, The ...... 33.5 26,231 26.9 21,060 22,995 18,019 ———_— , 
Hoard’s Dairyman.. 34.6 25,158 30.3 22,083 20,720 19.677 *July linage. 

Hoosier Farmer 14.0 6,340 14.5 6,435 3,592 3,212 aFive issues 1946; four 1945. 


Pet Milk Expands 
N.Y. Drive; Ups 
Distribution 700% 


NEw YorkK—Pet Milk Sales Cor- 
poration has increased distribu- 
tion of Pet evaporated milk here 
from about 10% of the city’s re- 
tail outlets to approximately 75% 
of them since the first of this 
year, with much of the increase 
due to a stepped-up advertising 
and merchandising program initi- 
ated in March, reports Dan Mille- 
cam, eastern district manager. 

Although he admitted evapo- 
rated milk shortages were respon- 
sible for some of this increase, 
Mr. Millecam declared that Pet 
business is increasing 10 times 
faster than that of the evaporated 
milk industry as a whole. This 
he credits to a specially tailored 
program in New York radio and 
newspapers, which is directed in 
large part toward special segments 
of Manhattan’s population—the 
Negro and Jewish markets. Mr. 
Millecam pointed out that many 
other evaporated milk firms have 
recently canceled advertising and 
promotion contracts. 

Pet advertising has increased 
from two once-a-week radio pro- 
grams to include additional, sec- 
tionalized radio advertising —a 
twice weekly household program 
conducted by Eva Miller on the 
Jewish station, WEVD—and a 
completely new newspaper sched- 
ule of single ads inserted weekly 
in three Jewish newspapers and 
four-color page ads alternate Sun- 
days in the News and Journal- 
American. The company is con- 
sidering expanding this type of ad- 
vertising soon, Mr. Millecam said, 


and may run a campaign in smaller 
New York newspapers published 
for other areas of the city. 

Much of Pet’s merchandising 
program, which emphasizes that 
evaporated milk can be used in 
many ways and often as satisfac- 
torily as fresh milk, is directed 
toward Negro consumers. Fea- 
tured in much of the display 
material, which includes recipe 
folders and suggestions for the 
use of Pet for infant feedings, are 
the Fultz quadruplets, two-and-a- 
half month old Negro girls who 
are now under the legal guardian- 
ship of Pet. 

The company is also rounding 
out its program with trade adver- 
tisements in Grocer Graphic and 
Independent Grocer. The cam- 
paign, if it continues successful, 
may be expanded to all major 
market areas, Mr. Millecam ex- 
plained. 

Gardner Advertising Company, 
St. Louis, handles the Pet account. 


B of A Urges More 
Plant-City Advertising 

The Bureau of Advertising, 
American Newspaper Publishers 
Association, has issued to its 1,054 
member newspapers a 35-page 
booklet, “Plant-City Newspaper 
Advertising in Peacetime—How 
Companies Use it to Make Em- 
ployes and Neighbors into Friends 
and Supporters.” The publica- 
tion, which contains reproductions 
of 35 typical plant-city newspaper 
advertisements, urges plant-city 
advertising as “one effective way 


for industry to make more 
friends.” 
The booklet describes specific 


ways in which plant-city adver- 
tising can strengthen employe re- 
lations, improve community rela- 
tions and foster a better public 


Vets Publish 
Ad-less Monthly 


Cuicaco—First issue of Vet- 
erans Magazine, believed to be the 
only magazine offered the public 
that is completely owned, staffed 
and written by veterans of the 
U. S. armed forces, appeared re- 
cently on newsstands in the 
greater Chicago area. 

Publisher John R. Evans, 36- 
year-old combat veteran, told AA 
that advertising will not be ac- 
cepted until early in 1947, and 
only after circulation, principally 
mail, had been built to stronger 
figures. He would not disclose 
Veterans Magazine’s initial circu- 
lation. Its sale price is 50 cents 
per copy. 

Under terms set up by the pub- 
lishing firm, no executive of the 
company may hold office in a 
veterans’ organization and _ still 
retain his job. 

Offices of the magazine are at 
624 S. Michigan Ave. 


Iodent Issues Posters 


Iodent Company, Detroit, in 
addition to its national campaign 
in magazines and newspapers, is 
releasing store posters to druggists 
to back up its car cards. The post- 
ers, which are reproductions of the 
car cards, tell “how Iodent safely 
erases smoke smudge.” Loomis 
Advertising Company, St. Louis, 
handles Iodent’s transportation ad- 
vertising. 


Changes Name 


The name of Gil-Bert Teen Age 
Services, Chicago, has been 
changed to Gilbert Youth Research 
Organization. The company will 
open a branch office in New York 


understanding of all industry. 


the latter part of September. 
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ONE OF BEST—This is one of the three 24-sheet posters which won certificates 
of award for the Grapette Co., Camden, Ark., in thei 100 Best Posters of 1945 
competition sponsored by the Art Directors Club of Chicago and Outdoor Ad- 
vertising Incorporated. Bryan & Bryan Advertising, Shreveport, La., planned 
the poster program for Grapette, a newcomer in the national soft drink field. 


Be a Director, 
Vote on Policy 
in Liquor Poll 


Cuicaco — About 2,500 Chicago 
executives replied to the invitation 


Bulletin in Fifth Year 


Sterling Food Markets Ltd., 
Vancouver and Calgary, Can., for 
the fifth successive year is offer- 
ing its free monthly bulletin serv- 
ice to shoppers. Only ad copy is 
name identity. O’Brien Gourlay, 
Vancouver, is the agency. 


Two Fawcett Magazines 
Boost Rates, Circulation 


Fawcett Publications, New York, 
has increased its circulation guar- 
antee on True from 650,000 to 
850,000, and upped advertising 
rates accordingly, effective with 
the February, 1947, issue. Con- 
tracts received before Nov. 1 will 
maintain present rates through 
the June, 1947, issue. Full page 
advertising rate has been in- 
creased from $1,625 to $2,125; 
four-color page rate from $2,275 
to $2,975, and back cover (four 
colors) from $2,925 to $3,825. 

The circulation guarantee of To- 
day’s Woman was raised recently 
from 600,000 to 700,000, effective 
with the February, 1947, issue, and 
page rate increased from $1,500 to 
$1,750; four-color page rate from 
$2,100 to $2,450, and back cover 


(four colors) from $2,700 to 
$3,150 
McNeill Adds Account 


Sparkletts Drinking Water Cor- 
poration, Los Angeles, has ap- 
pointed McNeill & McCleery, Los 
Angeles, as agency for the drink- 
ing water division. 


Hooper Adds 8 


Former CAB-ers 


New YorK—C. E. Hooper, Inc., 
has announced addition of four 
advertisers, three agencies and 
one talent agent to the total 
list of former “exclusive” Coop- 
erative Analysis of Broadcasting 
subscribers signed by Hooper 
since closing an interim rating 
service deal with CAB (AA, June 
24, July 22, 29). 

Latest to sign acceptances for 
Hooper service are: Standard 
Brands, Firestone Tire & Rubber 
Company, Gillette Safety Razor 
Company and the Lambert Com- 
pany, advertisers; Bruce B. Brewer 


51 
,Company, McJunkin Advertising 
Company and Kastor, Farrell, 


Chesley & Clifford, agencies, and 

Henry Souvaine, talent agent. 
The additions boosted the total 

to 20 advertisers and 22 agencies 


annexed by Hooper from CAB’s 
list. 


Creates New Sales Unit 


Creation of a new shoe prod- 
ucts sales division has been an- 
nounced by the B. F. Goodrich 
Company, Akron, to merchandise 
all the company’s products relat- 
ing to the manufacture and repair 
of shoes. Goodrich also announced 
the new “Silvertown” replacement 
rubber heel to be offered with 
the extensive Hood line of shoe 
repair products. 


Agencies Knock Clients Over With Apples! 


— 
@ We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . .. they 
+H make impressive holiday gifts for clients, business associates 
friends and family. Free folder explains all. Prices: $2.75 and upl 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


of Otis & Lee, Inc., local liquor 
dealer, to become members of its 
“board of directors,’ and answer 
a questionnaire concerning the 
company’s customer policies and 
problems. 

Sent out because the company 
has become increasingly conscious 
of the criticism being heaped on 
liquor distribution generally, the 
7,500 direct mail pieces asked the 
“directors” to give their opinions 
regarding liquor distribution. 

Most complaints centered on the 
shortage of Scotch and bonded 
bourbons, although most of the! 
ballots returned indicated that the | 
customers understood why there. 
were shortages. | 


Give Opinions on Service 


Although they didn’t criticize | 
Otis & Lee particularly, most cus- | 
tomers were fairly certain that) 
the liquor industry was not play-| 
ing fair in the matter of distribu- | 
tion of scarcer items. A majority | 
of the customers who replied, pre- | 
fer to order by telephone but they | 
also like to be called on occasion- | 
ally. Otis & Lee service was gen-| 
erally regarded as_ satisfactory 
although a few customers, mostly | 
those of long standing, complained | 
bitterly that they are not getting 
the treatment they feel they de- 
serve. | 

Regarding media that they felt | 
Otis & Lee should use, most of! 
the “directors” offered scattered | 
opinions. Currently the company | 
is using direct mail exclusively. | 

Maurice L. Ross Jr., president | 
of the company, said that the re-. 
turns from the ballots had not yet | 
been tabulated. He estimated that | 
the entire promotion, sent out. 


Here's where 


Crescent tarmers meet to sell... 


July 22, would cost about $1,000. | iy MAKING THE MAP illustrated here, we nearly ran 


narrated | 
Bay Joins Kitchen Art 
Joseph T. Bay, formerly Chi- | 


cago branch manager of Best) 
Foods Company, has joined Kit- 


centers in Fee 


out of pins... because there are so many marketing 


Golden Crescent states of Michigan, 


Ohio and Pennsylvania... 2,342 of them...an average 
of 781 per state, as against the U. S. average of only 


chen Art Foods, Chicago, in an | 
executive sales capacity. 349 per state. 
i hat the rich farm lands of 
COSMETICS, This means t e Tae Golden 


MANY ses 


are OVERLOOKING A MARKET | 
That’s as wide and broad as 
the United States itself. 


Cosmetics, drugs, foods, drinks,— | 
everything from automobiles to | 
zithers are purchased at the rate 
of seven billion dollars a year by | 
this very active home market. It’s | 
easy to overlook because we're all 
so close to it. But it’s easy to reach, | 
too. You reach the big American 
Negro market through the race | 
papers to which the Negro looks 
for guidance. The good will, con- 
fidence, and regular patronage of 
the Negro can be won and held by | 
advertising in the Negro papers. 
You owe it to your business to 
get the facts about the success 
stories built upon reaching this | 
great and growing market through 
advertising. Write to Interstate 
United Newspapers, Inc., 545 Fifth 
Avenue, New York. Get the facts. | 


OHIO FARMER | 


a eee re 


Crescent are surrounded by near-at-hand marketing 
centers where farmers sell their goods... and buy yours. 
Because of short hauls, the cost 
of getting Goldex Crescent farm 
products to market is low ... more 
of the consumer’s dollar goes to the 
farmer ... and he has more cash to 


MICHIGAN FARMER | 


DETROIT 


: 


and to buy! 


spend for the manufactured, advertised goods he wants. 
The three million farm folks in this great marketing 
area earn their money in rural pursuits—but their 
tastes and buying habits are practically surburban. 
They know what they want, and they have money 
to pay for that long list of needs. 


Tae Golden Crescent is a ready, able-to-buy market 


for you. And you can economically cover that market 
... reaching 7 out of every 10 Golden Crescent farm 


families .. 


. by using only three publications. 


These are the well-thumbed, well-read, well-trusted 
farm papers, MICHIGAN FARMER, OHIO 
FARMER and PENNSYLVANIA FARMER. 
Look into this lucrative, concentrated market now! 


The Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1946, Capper-Harman-Slocum, Inc. 


_ PENNSYLVANIA FARMER 


«HARRISBURG > 
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Latin American 
Druggists Invited 
to Join U. S. Unit 


NEw YorK— The National 
Wholesale Druggists’ Association 
has extended invitations to lead- 
ing wholesale druggists of 18 
Latin American nations to accept 
associate memberships in the 
group’s international section. They 
have also been invited to attend 
the forthcoming annual conven- 
tion at Atlantic City Sept. 21-26. 

The association is anxious to 
stimulate interest in the drug 
trade with Latin America, espe- 
cially among the wholesale drug- 
gists there, and to make NWDA 
research publications and other 


literature available to those na-)| 


tions, Al B. Benson, vice-presi- 
dent of McKesson & Robbins and 
NWDA head, pointed out. In- 
creased trade relations will also 


help establish good will between 
those nations and the U. S., in line 
| with the announced policy of this 
| government, he added. R. L. Han- 
son, vice-president and manager 
of the export division of McKesson 
& Robbins, and R. T. Turner, edi- 
'tor of the drug publication, El 
Farmaceutico, are chairman and 
secretary, respectively, of the as- 
| sociation’s international section. 
Export of drug and pharmaceu- 
tical preparations amounted to 
$116,000,000 during 1945 (more 
than seven times the volume of 
business in 1938), half of which 
went to Latin American countries, 
_T. W. Delehanty, of the Depart- 
ment of Commerce, recently re- 


| ported. 


| Rosenberg Joins Fast 


Arthur B. Rosenberg, former 
advertising manager of Blair Cor- 
set Company, Chicago, has joined 
the executive staff of James G. 
Fast Company, Chicago distribu- 
tor of cotton service uniforms. 


‘“‘THE VOICE OF THE SERVICE MAN”’ 


NEW YORK 
1501 Broadway 
Tom F. Langan 


DETROIT 
6432 Cass Ave. 
J. C. Ely 


The Largest Paid 
Circulation in the 
Automotive Industry 


CINCINNATI. . . 22 East 12th St. 
119 PUBLICATION OFFICES 


CHICAGO 
141 W. Jackson Bivd. 
Frank X. Finn 


LOS ANGELES 
403 W. Eighth St. 
R. H. Deibler 
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NORTH 


CHICAGO 


COLLINS 
MILLER & 
HUTCHINGS) 


MICHIGAN 


AVENUE 


1, }LLINOUS 


New Station Approved 


Application of the White Moun- 
tains Broadcasting Company, Ber- 
lin, N. H., for a new 250-watt 
radio station operating on 1230 
kilocycles has been approved by 
the FCC. Principals of the new 
unit are: Charles Holbrook, presi- 
dent and commercial manager; 
Gerald E. Stetson, general man- 
ager; Richard B. Washington Jr., 
chief engineer, and Arthur J. 
Bergerson., 


Iowa Issues Folder 


The Iowa Development Com- 
mission, Des Moines, has issued 
a two-color folder, directed pri- 
marily at vacationists, featuring 
the year ’round attractions the 
state offers. Activities listed in- 
clude everything from a_horti- 
cultural convention to the Soap 
Box Derby. 


Named Stockholders 


Walter B. C. Washburn, of 
Young & Rubicam’s merchandis- 
ing department, and John L. 
Swayze, manager of radio com- 
mercial copy for the agency, have 
been made stockholders of Y&R. 


Yale & Towne 
Revises Catalog 


STAMFORD, CoNN.—In a drastic 
reversal of form, the Stamford 
division of Yale & Towne Mfg. 
Company, maker of Yale locks and 
builders’ hardware, has _ rede- 
signed, rewritten and streamlined 
its 30th catalog from a stodgy 
1,250 pages to a colorful, informa- 
tive 450. 

Probably the first major hard- 
ware catalog to make extensive 
use of color, the Yale & Towne 
catalog has succeeded in drama- 
tizing such prosaic items as pad- 
locks. The new book has de- 
partmentalized various types of 
locks and builders’ equipment to 
save unnecessary searching. It is 
divided into 12 sections. 

Considerable effort has been 
devoted to simplifying the phrase- 
ology. Mark A. Miller, assistant 
general manager of the division, 
said, “Everyone understands pic- 
tures and plain English, even an 
expert.” 


Advertising Age, August 19, 1946 


Regrouping various items in 
spreads has allowed large illustra- 
tions of cut-away models with an 
over-all use of less space. Pat- 
ented “magic back action” per- 
mits pages to lie flat when the 
book is opened and also allows a 
50% expansion in the number of 
| pages. 


Grocer Magazine Grows 


Outdoor panels highlighting the 
words “Twenty Grand” are boost- 
ing Grocers’ Spotlight with its 
current circulation jump from 
10,000 to 20,000. The magazine, 
with offices in Detroit, serves the 
retail and grocery trade in Michi- 
gan, Ohio and Indiana. It has also 
announced a move to quarters 
nearly double the size of its pre- 
vious space. 


Royal Heaters to R&R 
Royal Heaters, Inc., Alhambra, 


Cal., manufacturer of gas furnaces 
and evaporative coolers, has placed 
its advertising with the Holly- 
wood office of Ruthrauff & Ryan. 
Business papers, national con- 
sumer magazines and radio spots 
will be used. 


GREAT ADVERTISERS 


USE A GREAT 
MAGAZINE 


Here are the names of only a few of the 
great firms taking advantage of the special 
readership of Mechanix Illustrated 
those hundreds of thousands of men who 
are sold on modern science, hobbies, home 
workshops, photography, radio and model 
building. 
These men are interested already oe and 
Mechanix Illustrated is their magazine be- 
cause it answers their great interest They 
spend plenty of money — millions a year 
—on their hobbies and interests. They read 
the advertising, as well as the editorial 
pages, of Mechanix Illustrated because 
they’re on the prowl for new ideas, new 
products, new methods. 
Make sure that your product, too, 1s 
being advertised in Mechanix Illustrated 
— where it can enjoy the twin advantages 
of actively interested readership plus hap- 


pily low rates. 


MECHANIX 
ILLUSTRATED 


Fawcett Publications, Inc. 
295 Madison Ave., 
New York 17, N.Y. 


World’s Largest Publishers 
of Monthly Magazines 
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8 Fewsmith, Cleveland, will be rep- s FE. 
ra- Linear by E. T. Morris, vice- Frank Kemp Joins D-F-S 
= | president, and Norton Weber, Media Director 
at- ———— . manager of the export department, Frank B. Kemp has joined the 
a | who will work with Mr. Weisen-|New York office of Dancer-Fitz- 
e . bach. gerald-Sample as media director. 
. a On a gross network On a net network time . bi apr he er department will|He will be responsible for all 
oO : : . : andle all advertising, sales pro-|media assignment t 
time basis basis (estimated)... motion, identification, and pro-|handled by the agency's Manhat. 
: F . ; duction of sales materials. The| tan branch, 
- $46,786,214 in magazines $46,786,214 in magazines eka gaa | vengaagincson wih Be Mr. Kemp was formerly media 
$24771748 in newspapers $24,771.748 in newspapers responsible or merchan ising | supervisor on Procter & Gamble 
the ptt ° re ep Anthea ; . plans, displays, store planning and| brands at C t Advertisi 
_ $76,183,530 in radio $55,400,618 in radio _ point-of-sale ciechondieinn Nai. ew York. —— Metts 
its 
rom 
ine, 
hie vi fom ng network z a net vo 
also ime basis asis (estimate ¢ 
ters eee 
ters | | : 7 More Advertisers 
$133710,124 In magazines $133,710.124 in magazines 
+ 69,058,600 in newspapers + 67,058,600 in newspapers 
= $162430512 in radio #117,825,474 in radio Spend More.Money 
aces <te ; dee 
aced nce 8 | : eh 
lly- : ‘ : - 
a. On a gross network On a net network time m4 
om . : ° : at 
oe time basis basis (estimated). .. wa 
= $304562303 in magazines $304562303 in magazines \ 
: $144,567.42) in newspapers $144,567421 in newspapers ' 
$190,747.628 in radio $140,093,304 in radio 


from Media Records reports. The American Weekly, Parade and This Week wre included in newspaper, not magazine, expenditures 


NOTE: Figures on magazine and radio network expenditures gre based on Publishers Intarmatia, 


in Burtau reports; figures on newspapers are 


Dana Warns Its 
Dealers Against 


American Druggist, Chain Store 
Age, Chicago Retail Druggist, 
Drug Topics and others, Dana is 
showing illustrations of Tabu per- 


Weisenbach to Direct 
Seiberling Promotion 
Seiberling Rubber Company, 


- fume and cologne bottles with fea-| Akron, has completed reorganiza- al 
Counter feits tures used only by Dana, so that|tion of the advertising and mer- 
Cuicaco—Dana Perfumes, Inc.,| there need be no mistake. chandising departments, and has 


maker of Tabu perfume and co- 
logne, is maintaining its strong 
campaign to dealers warning them 
against counterfeit Tabu prepara- 
tions which it says appeared on 
the market in alarming quantities 
during the first half of the year. 

In such business publications as 


The campaign has apparently 
scared off more presumptuous imi- 
tators who went so far earlier this 
year as to actually use, Dana said, 
the word Tabu, a _ copyrighted 
name. Now most of the imitators 
have been reduced to thinking up 
names similar to Tabu. 


named as_ over-all coordinator 
G. F. Weisenbach, formerly ad- 
vertising manager. He will hold 
the title of director of advertising 
and merchandising. Managers of 
the two departments will be H. W. 
Julian, merchandising, and E. H. 
Cook, advertising. Seiberling’s ad- 
vertising agency, Meldrum & 


Outdoor Magazine 


WBBM Showmanship goes folksie...and gets results 


...with "THE AMERICAN STORY IN SONG” 


We. played a hunch. Decided there’s a touch of “folksiness” in people 
everywhere. And plenty right inside Chicago’s city limits. 
So WBBM showmanshippers whipped up a quarter-hour of musical 


Americana. To sing “The American Story in Song” WBBM selected 


Bob Atcher — former vocalist with Ben Bernie, and one of America’s 


foremost folk song singers. Then the show was salted with show- 
manship: given a unique up-to-show-time singing newscast...and 
furnished a five-piece instrumental group. 

WBBM''s singer of folk songs promptly became a metropolitan favor- 
ite. Within four months “The American Story in Song” popped up with 
a Hooper rating of 3.0*...18.1% of the Chicago listening audience! 


If you want to tell folks about your product—in Chicago and 
throughout the rest of WBBM’s five-state Pri- 
mary Arealt—Bob Atcher can get you a hearty 


welcome from 5:00 to 5:15, Monday through 
Friday afternoon. For details call WBBM or 


ee 


COLUMBIA OWNED Radio Sales. 


*Feb.-April C. E. Hooper Report 


‘CBS Li i A Ss , 7th i 
“That’s WBBM Showmanship for you! Teen SRD A nD A Sete 


Makes me wish our folks had folk songs.” 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS: NEW YORK, CHICAGO, LOS ANGELES, ST. LOUIS, SAN FRANCISCO, ATLANTA 
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Ketchum Agrees on Need 
to Educate Business 


To the Editor: Thank you for 
the honorable mention of our pub- 
lication, “Dividends,” in your edi- 
torial column July 29. 

You say: “While business men 
are educating Washington on the 
subject of business, it would be 
an excellent idea for the respon- 
sible representatives of business 
to educate themselves on govern- 
ment.” Amen to that! Only we’d 
go further and suggest that all 
business men educate themselves, 
rather than wait for their respon- 
sible representatives to do it. We 
can’t expect you to remember 
past issues of “Dividends” as well 
as we do, but we have belabored 
our readers with that argument 
more than once. Indeed, some of 


This department is a reader’s forum. Letters are welcome. 


our friends think we are fair daft 
on the subject of business men 
knowing and doing more about 
government. 

The republican form of govern- 
ment (call it democracy if you 
want to) provides the people with 
just about the sort of representa- 
tives they deserve. If a congress- 
man or other public official falls 
short of reasonable perfection, it’s 
less his fault than it is that of his 
constituents for not insisting on a 
better man, or making a better 
one out of what they have. When 
Congress is confused, it’s one of 
the surest signs that the American 
people are up to their own necks 
in confusion. 

Most American citizens can be 
condemned for their inattention to 
politics and government, but busi- 
ness men more than any, because 


(1) they have better than average 
intelligence and ought to be 
ashamed not to use it, and (2) 
they have more at stake than most 
|other groups. Some business men 
are trying to do their duty—or 
should I say, exercising their 
rights. If even a fair percentage 
of the others will make the same 
effort, this will be a lot better 
country—not just for business 
men, but for everybody. 
GEORGE KETCHUM, 
President, Ketchum, MacLeod 
& Grove, Inc., Pittsburgh. 
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Logo Includes Boost 
for Private Enterprise 

To the Editor: We are enclos- 
ing, herewith, an advertisement 
which will be run nationally in 
the Ladies’ Home Journal and 


Prexy is expecting Bill in today from the IOWA Territory 


Well may Prexy rub his hands—as sales keep 
rolling in from the Iowa urban market! He 


found the easy, economical way to reach more 
than 70% of Iowa urban families—PLUS 
more than 70% of Iowa wholesalers and re- 
tailers: the Des Moines Sunday Register. Yes, 
this stable market, without reconversion head- 


aches, is delivered to you by the Sunday 


Register at the bargain milline rate of only 
$1.55. That’s a profit-pointer for today—and 


tomorrow! 


THE DES MOINES 
REGISTER anv TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


| Vogue magazines. 


You will no- 
tice, at the bottom of the adver- 
tisement, a footnote which states 
“A Product of Private Enterprise.” 
We believe that we have hit 
upon something that will create 
considerable interest throughout 


su. Main St., Columbus 15, Ohne, 


= 1 $1095 ..51595 


SHORTBACK 


A PRODUCT OF PRIVATE ENTERPRISE 


the United States if we, and others, 
continue to reiterate this par- 
ticular message. We believe it 
will go far in calling attention to 
the fact that private enterprise 
can best produce an article of 
merit, and we are strengthened in 
our belief because we have had 
numerous letters, all speaking in 
a complimentary manner of our 
attempt to educate the public to 
the fact that private enterprise is 
our greatest asset. 

HERBERT N. LAPE, 
Chairman of the Board, The 
Julian & Kokenge Company, 
Columbus, O. 


Respect Begins at Home 


To the Editor: Your editorial of 
July 22, “Respect for Our Busi- 
ness,” skirts one phase of the 
question which admen appear to 
avoid. Are we agents or are we 
advocates? When we -lend our 
talents toward advertising a prod- 
uct do we act as does a lawyer 
representing a client whether in- 
nocent or guilty? Just what is 
the responsibility of an advertis- 
ing man for the product he boosts? 

Much of the criticism leveled 
against advertising men arises be- 
cause there apparently is always 
found an advertising man to ex- 
ploit a product, even if while do- 
ing it his tongue is in his cheek. 
Why should anyone else respect 
our integrity more than we do 
ourselves? 

J. B. MILcrRaAM, 
Brooklyn, N. Y. 
. bd : es o 

Says Liquor Situation 
Is Economic Problem 

To the Editor: I was interested 
in the recent letter in your paper 
concerning the liquor situation. It 
would seem to me that the liquor 
problem is not simply a problem 
of the so-called “drys.” It con- 
cerns all of us. It is an economic 
problem. For example in Carbon- 
dale, Ill., city officials voted to 
increase liquor licenses to $1,000 


Advertising Age, August 19, 1946 


in 1945, of the 344 cases in the 
police court, 256 were for drunk- 
enness, and nearly all enforcement 
problems stemmed directly or in- 
directly from liquor. 
Minnesota officials took away 
300 auto driving privileges in the 
month of June. Of this total, 276 
were persons who were driving 
while intoxicated, or 92%. That 
is something to think about. The 
liquor drinker may say that it’s 
his own business but when he 
goes out on the highway and in- 
jures and kills, that is everyone’s 
business. 
H. R. SHARLEY, 
Chicago. 


7 Vv FY 
It's Biro in England 
To the Editor: In view of the 


heated interest in the promotion 
of ball point pens, I thought you 


RETAIL PRICE 55/- including purchase tax 
Refill unit 5/- 
THE MILES-MARTIN PEN CO. LTD. 
Wholesale Distributors : 
Sir Henry Lunn, Ltd., 15 King Street, St. James's, London, S.W.1 
*Phone : ABBey 6614 


el 
enema 


Manufacturers > 


might be interested in this ad from 
an English insurance journal. 
Tuomas J. LEwIs, 
Assistant Editor, Alfred M. 
Best Company, New York. 
> me 2 


No Pay from Dixie 
to Radio Jokesters 

To the Editor: I apparently 
missed the letter which you pub- 
lished in your June 10 issue under 
the heading “Sees Two Evils 
Creeping Into Radio,’ but had it 
called to my attention through 
a clipping of the article received 
from one of the clipping services. 

In the letter written to you by 
Leo P. Bott Jr., he makes the fol- 
lowing statement: “I do not think 
it a mere happening, or coinci- 


per year. Their reason was that 


dence, that 7-Up is plugged so 


WWL 


_ New Orleans 


shouts its shows 
on car cards 


throughout 
the year 


"DURANTE-MOORE SHOW” 
FRIDAYS 8:30 PM. 
REXALL DRUG STORES 


870 on 


Your Dial 


Folks turn first to— 


NEW ORLEANS | 


A DEPARTMENT OF 


LOYOLA UNIVERSITY 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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often and on so many programs 
—nor Kleenex, bubble gum, Dixie 
cups and Murine.” He suggests 
that if the stars are accepting 
money for such plugs they are 
discrediting their profession and 
creating a sad state of affairs. 

I am not able to say what other 
manufacturers may be doing, but 
I can state with positiveness that 
the Dixie Cup Company has never 
arranged for in advance, nor paid 
for a single mention of Dixie 
cups on any program we have 
not sponsored ourselves, and we 
have not been on the air for a 
great many years. Such refer- 
ences to Dixie cups as have been 
made from time to time by lead- 
ing radio comedians and others 
have been due solely to the fact 
that, in the commentator’s judg- 
ment, our product’s name hap- 
pened to fit into the story he was 
telling, or the quip he was mak- 
ing. 

I do not think it is fair for Mr. 
Bott to make the backhanded sug- 
gestion that the radio stars are 
accepting money for such use of 
product names without his having 
more proof of their doing so than 
I would judge he has. In any 
event, he is very wrong when he 
includes Dixie cups in the group 
about which he makes the state- 
ment that he doesn’t think it is a 
mere happening or coincidence 
that they are plugged so often, 
and then goes on to suggest that 
the likely reason is that the stars 
are accepting money for these 
plugs. 

He may be right that it is not 
a coincidence, for the radio stars 
have evidently found that these 
particular plugs form the basis 
of some good jokes and quips, but 
this is quite a different reason 
from that which Mr. Bott seems 
to be suggesting. 


J. D. CATLIN, 


Director of Market and Pub- 
lic Relations, Dixie Cup Com- 
pany, Easton, Pa. | 
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Beauty Shops Mapped 


To the Editor: We are sending 
you under separate cover a copy 
of a new 1946 Beauty Shop Cen- 
sus, presented in map form, with 
figures shown for each state. It 
shows the total count of beauty 
shops in the U. S. to be 122,114. 
This figure compares with the 
total in the 1943 N. B. B. M. A. 
Census showing 113,490 shops—a 
7.6% increase. 

This survey was conducted with 
the generous cooperation of the 
State Boards of Cosmetology in 
45 states and the District of Co- 
lumbia. Thirty states listed the 
number of licenses issued for both 
shops and operators. Eight states 
reported figures where operator 
license only is required, from 
which an estimate of the number 
of shops was made. Other states 
submitted estimates, some of them 
based on registration require- 
ments. Where figures were not 
known, estimates were based on 
the average ratio of shops to pop- 
ulation, 


DAN MITCHEM, 
Advertising Department, | 
American Hairdresser, Chi- | 
cago. | 
‘7 ¥ 


The Eyes Have It 


To the Editor: As a charter 
member of the Eye for an Eye)! 
Club, may I be privileged to make 
the following remarks? 

Either your makeup man has | 
an unerring sense of the fitness 
of things (see southwest corner of 
Page 20, Aug. 5 issue ADVERTISING | 
AcE) or the long arm of coinci-| 
dence was batting a home run.| 
Verily an optometrist’s ee 
La. 

Yours for more and better vision 
in advertising. 


E. DESPRES, | 
Advertising Manager, Velsicol | 
Corporation, Chicago. | 


CBS Unwraps 
‘Biggest Show’ 


New York—Columbia Broad- 
casting System has unwrapped de- 
tailed plans for fall promotion of 
its 1946-47 programs, with two 
special 90-minute broadcas t s 
scheduled next month as curtain 
raisers. 

Stars of CBS evening commer- 
cial programs to be heard during 
the coming season will be paraded 


before the microphones on the 
two promotional shows, first of 
which will be aired Sept. 22 at 
3 p.m. EDT, the second on Sept. 
29, the first day of standard time, 
at 3 pm. EST. The dates were 
purposely chosen to emphasize the 
switch from daylight time during 
the intervening week. 

The over-all promotion, like 
last year’s, is titled “The Biggest 
Show in Town.” Thomas D. Con- 
nolly, director of program pro- 
motion, announced that special 


promotion kits are being sent to| 


CBS stations. The kits include 
newspaper ad copy and mats for 
use by local stations. 


Ruskin Appoints Two 


Lewis J. Ruskin, president of 
Associated Products, Chicago, has 
promoted Richard C. Jones from 
director of art to assistant to the 
president for merchandising of all 
divisions, including Chen Yu. 
Cloud Silk, Evyan, 5 Day Labora- 
tories, etc. Robert D. Frick, gen- 


55 
eral manager of Campana Sales 
Company, Batavia, Ill, before 


serving in munitions and aircraft 
work during the war, has been 
named assistant to the president 
for operations of all divisions. 


Garrison Joins Piedmont 


Mrs. Ruth Branch Garrison, 
formerly assistant to general man- 
ager, Tell City Chair Company, 
Tell City, Ind., has joined Pied- 
mont Advertising Agency, Salis- 
bury, N. C. 


Seattle is Big! 


Big mountains, big trees, big ships 

... in this land where the word ‘‘big” 
is not a superlative, Seattle is the BIG © 
CITY. Seattle now ranks among the © 


FIRST 15 markets in 


"VISIT SEATTLE. See for yourself what 
tremendously wealthy, important mar- 
ket Seattle has become. You will enjoy 


the cool, green Puget Sound country. _ 


And the BIG newspaper in Seattle is 
THE TIMES. It is read in most Seattle 


Aten 
f 
a 


RST IN 


errata 


The Seattle Times 


homes —covering this market inten- 
sively. The SEATTLE TIMES is the No. 1 
advertising medium in Seattle. 
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Readinger Forms Agency, 


Russell H. Readinger has re- | 
signed as vice-president and ex-| 
ecutive manager of the Phila- 
delphia office of Abner J. Gelula 
& Associates, Philadelphia and 
Atlantic City, to form Readinger | 
Associates, at 1420 Chestnut St. 
Philadelphia 2. Joining the agency 
are Brooke Supplee, formerly with | 
the Gelula agency, and Harry L. 
Brisk, industrial relations and/| 
personnel consultant. 


Issues Football Lists 


British Airline 


Stresses History 
and Trade Symbol — 


Drive Details Linage 
of Airline; Plugs 
for Tourist Travel 


A schedule of football games of | 


leading colleges and universities 
has been sent to agents of the 
Standard Accident Insurance 
Company, Detroit. The schedule, 
vest-pocket size, marks the 16th 
such issue by the company. 
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ST. JOSEPH NEWS-PRESS 
St. Joscph Gazette 


NEw YorK—British Overseas Air- 
ways Corporation is currently en- 
gaged in a campaign to establish 
the speedbird symbol in the pub- 
lic’s mind, and to sell ihe line’s 
service by repeating its history. 
The campaign, which got under 
'way in national magazines in 
| July, emphasizes the line’s globe- 
'girdling facilities, and copy re- 
|tains a starchy British flavor. In 
|one piece of copy, for example, 
‘an older BOAC pilot says to a 


| younger one: ‘Good show, Fred- 


, er 


A new route? Not to the captains and crews of B.O.A.C. who have been 
flying the North Atlantic for nine years. It was B.O.A.C. who 


first opened the North Atlantic as a two-way, all- 


SoH, 


the-year-round air service — and for two 
years flew it alone. What's new is 


this that at last, and from 


qu 
“He aK 


be booked at all B.O.A.C. Appointed Agents. 


July Ist, you needn't 


Here are the ay 
details. Aircraft are 0 


Constellations, seating some 


have a priority. 


40 passengers with a crew of 8. 
Frequency is twice a week each way 


rising shortly to a daily service. Seats can 


Meals are on the ground at Shannon and Gander, 

Tea. coffee, snacks and drinks in flight. Tip-up seats 

for sleeping. And, ladies and gentlemen — you may smoke! 
U.S.a. spqsouinn aoure 


London 10 Shannon 12.15 @.m. 
See Flom. tie Yok 13.43 pom: | Local times 


London — Prestwick — Gander — New York Service begins shortly. 
eririsn OVERSEAS AIRWAYS CORPORATION 


OVERSEAS—This is one of a series of 

British ads, handled by London rress 

Exchange, for British Overseas Airways 
Corp. 


die! You’re the fifty-second BOAC 
Speedbird captain to join the 
‘million-milers’ I made it 
back in 1937 when we opened up 


the Atlantic service. Yes, old 
boy, it’s fellows like you who are 
making the world so neighbourly. 
Here we are flying regularly some 
70,000 miles of routes as readily 
as we take the Underground to 
Picadilly.” 

In corner copy boxes, the line 
stresses the pleasure of tourist 
travel to England, with such il- 
lustrations as a cricket field or 
a corner pub. 

This copy appears monthly in 
Newsweek, The New Yorker, 
Promenade and Time, and on al- 
ternate months in Fortune in page 
space. 


Tells Company’s History 


In addition to the general list, 
the airline also has special copy 
running in American Aviation, 
A.S.T.A. News, Editor & Publisher, 
Official Steamship & Airways 
Guide, Travel Agent and Travel 
Trade. This copy is_ historical, 
delineates the history of BOAC, 
one branch of the family tree be- 
ginning with Handley Page Trans- 
port in 1919, and ending with 


on the Proper Perspective! 


markable for its three R’s: readership, re- 


The sound and fury in the magazine world 


are really sum 


p’n these days.It’s a rare mail 


that doesn’t find a few more publications 
announcing circulation gains, rate hikes, add- 
ed features, etc. And the outdoor books are 
no exception . .. 


Amid confusion and conflicting media 
claims, Hunting & Fishing points not to in- 


creased rates 


— not to temporary fuss and 


feathers — but to steadily climbing circu- 
lation and genuine loyalty in a market re- 


Mixing screwball humor with 
sober statistics, "We Went Hunt- 
ing & Fishing For Facts” tells 
you who and where your cus- 
tomers are... why Hunting © 
Fishing pulls lowest cost inquir- 
ies and orders for its advertisers 

.. shows you what makes Hunt- 
ing & Fishing the best selling 
medium in the field. Send for 
“We Went iealiag & Fishing 


For Facts” today! 


VICKI SMITH, Advertising Agent 
1819 BROADWAY, NEW YORK 23, N. Y. 


membershi p and res ponsiveness. 


To help you get a clearer perspective of 
the outdoor field, we’d like you to have a 
copy of “We Went Hunting & Fishing For 
Facts” — the sweeping survey of Hunting 
& Fishing’s 390,000+- readers across the 
country. It’s full of down-to-earth data about 
the only grass-roots sportsman’s market in 
the nation — the big, mass-buying, amazingly 
responsive Hunting & Fishing market! 


THE FIRST 
MILLION MULES ARE 
THE LONGEST 


FEATURES SYMBOL—The company's 
speedbird symbol is featured in the 
national magazine series for British 
Overseas Airways Corp., which got 
under way in July. The account is 


placed by Cecil & Presbrey, New York. 


Imperial Airways Ltd., in 1924. 
The other branch began with Hill- 
man Airways in 1932, terminated 
with British Airways Ltd., in 
1935. Imperial Airways and Brit- 
ish Airways were merged into 
British Overseas Airways Corpo- 
ration in 1940. 

These historical notes, plus 
repetitive copy describing the 
line’s symbol, the  speedbird, 
characterize this portion of the 
campaign. 

When the airline first announced 
its advertising plans (AA, June 
17), they included a newspaper 
campaign. This campaign has 
been held in abeyance, largely 
because of the backlog of trans- 
atlantic travel requests. Also, 
BOAC was one of the lines af- 
fected by the grounding of the 
Lockheed Constellations. The 
newspaper campaign was aimed 
at building traffic, and so far 
there has been no need. 

The line’s account is handled by 
Cecil & Presbrey, New York, and 
the account executive, Robert 
Carley, handled Pan-American’s 
account when he was with Bat- 
ten, Barton, Durstine & Osborn. 

The British portion of the ac- 
count is handled by London Press 
Exchange Ltd. The overseas copy 
is a good deal different, noting 
for example, that “meals are on 
the ground at Shannon and Gan- 
der. Tea, coffee, snacks and drinks 
in flight. Tip-up seats for sleep- 
ing. And, ladies and gentlemen— 
you may smoke!” 


Petry Opens in Boston 


Edward Petry & Co., radio sta- 
tion representative with head- 
quarters in New York, has opened 
a branch office at 50 Providence 
St., Boston, with James A. Sandi- 
son as manager. Another Petry 
office was recently opened in At- 


lanta, making a total of eight 
offices throughout the United 
States. 

Designers Elect 


Joseph Skach, Esquire, has been 
elected president of the Society of 
Typographic Arts, Chicago. Other 
officers elected are: William Nicoll, 
Scott - Forsman Company, and 
Burton Cherry, Tempo Studios, 
vice-presidents; DeForest Sackett, 
free lance designer, secretary, and 
Harold English, Monsen-Chicago 
Typographers, treasurer. 


sentnnmened 


“the Business Man's 
Department Store” 


is his local stationery and office 
supplies store. 


For information on this 
field ask for new “Bulls- 
Eye” folder. 


250 Sth Ave., New York 1 
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Report Rise 
in Sales of 
Radio Spots 


CHICAGO — Increases in sales of 
spot radio time currently ranging 
from slightly more than 1% up to 
as high as 21% are reported by 
radio stations and representatives 
of stations throughout the coun- 
try. New accounts appear to be 
taking up the slack caused by 
cancellations. 

John E. Pearson Company, Chi- 
cago, told AA that spot sales for 
the first six months of 1946 were 
“slightly ahead” of last year’s first 
half. Free & Peters said that its 
sales were about level with those 
of 1945, but also pointed out that 
it is pushing program sales rather 
than spots. The Pearson Company 
also told AA that with added sta- 
tions its totals were up about 35% 
but comparatively the increase 
was considerably smaller. 

Sears & Ayer, Inc., Chicago, re- 
ported spot sales increases of from 
1% to 2%. A. E. Joscelyn, man- 
ager of WCCO, Minneapolis CBS 
outlet, predicted that the station 
this year would have its biggest 
spot billing in 22 years of opera- 
tion. Local spots, he said, would 
increase by 4% to 5% but national 
spots over the outlet would be up 
about 10% to 12%. 

National advertisers are begin- 
ning to coordinate their network 
and spot campaigns, according to 
trade sources, thus helping to 
brighten the outlook for spot sales. 
Even though some spot users have 
shortened the length of their con- 
tracts, frequency of use has not 
been lowered. 

Headley-Reed Company, Chi- 
cago, reports sales up to 21% over 
last year’s figures. Lack of availa- 
bility of time for spots and breaks 
has resulted in an upswing in pro- 


In Eastern North Carolin 


. 930 KC . 1000 Watts 


Fertile farms make fertile markets 
for your products in the rich area 
served by WRRF, Eastern North 
Carolina's regional station. This 
area is the heart of the Bright 
Leaf Tobacco Belt. Last year’s 
crop sold for $175,000,000.00. 


WRRE is recognized as the 
regional station in this rich agri- 
j ‘| cultural belt, and the 67,000 radio 
‘| homes depend upon it to bring 
them their favorite national pro- 
grams via the ABC Network. 


Consistent advertising on 
WRRF brings results. Your adver- 
tising dollar will bring returns in 
this ‘‘as good as gold’’ market. 
Write us for details today. 


ABC NETWORK 


TAR HEEL 


BROADCASTING SYSTEM 
Washington, North Carolina 
National Radio Representatives 

& co. 


° Chicago 
Los Angeles 


gram sales by some representa- 
tives but the over-all consensus 
indicated that program sales still 
fell short of the slight increase in 
spot sales. 


CBS Earnings Show 
50°, Increase 


Columbia Broadcasting System’s 
net income for the six months 
ending June 29 was $3,200,716, 
an increase of nearly 50% over 
the same period of 1945, when the 
total was $2,224,170. 

Gross income from sales of 
facilities, talent, lines, records, 
etc., totaled $46,582,052. Time dis- 
count and agency commissions, 
record returns, allowances and 
discounts reduced this figure to 
$33,618,545. The comparative fig- 
ure for last year was $29,354,301. 


Buys Norton Field 

Norton Field, oldest airport in 
Columbus, O., has been purchased 
by Parks Aircraft Sales & Service, 
Inc., East St. Louis, Il. The field, 
now seventh in a chain of Parks 
bases in seven midwestern states, 
was sold for $100,000. 


Proprietary Ass‘n 
Names Committee 


New YorK—The Proprietary As- 
sociation of America, through its 
president, Kenneth A. Bonham, 
has announced appointments to 16 
committees, and named a three- 
man executive advisory commit- 
tee to handle emergency problems. 
The advisers are Mr. Bonham, 
president of Emerson Drug Com- 
pany; James Hill Jr., president of 
Sterling Drug, Inc., and William Y. 
Preyer, president of Vick Chem- 
ical Company. 

New committee chairmen are: 
Finance committee, Mr. Hill; na- 
tional relations committee, Rich- 
ard K. Hines, Vick Chemical Com- 
pany; public relations committee, 
John S. Norton, Lambert Phar- 
macal Company; requirements 
committee, Mr. Bonham; veteri- 
nary section, Dr. H. W. Sawyer, 
Dr. L. D. LeGear Medicine Com- 
pany, St. Louis; advisory commit- 
tee on advertising, Harvey M. 


Manss, Sterling Drug, Inc.; mem- 
bership committee, Stanley I. 
Clark, Sterling Drug, Inc., and 
scientific section, Dr. W. L. Samp- 
son, Merck Institute for Thera- 
peutic Research, Rahway, N. J. 
Chairmen of the other eight 
committees remain in office. 


Treet Safety Razor 
Adds Double Edge Blade 


Treet Safety Razor Company, 
Brooklyn, which has manufac- 
tured a popular-priced single edge 
blade for 20 years, will use car | 
cards in more than 100 metropoli- | 
tan shopping areas throughout the | 
country and three farm publica- | 
tions to introduce a double-edge | 
blade, which will be packaged to | 
retail at 12 for 25 cents. The| 
blade will also sell, by means of | 
a vending card which- displays | 
24 packs of four blades each, at | 
four for ten cents. 

A new slogan, “Here is a New| 
Treet for Your Face!”, and an| 
advertising angle, “No, you are 
not seeing double,” will be used 
in cartoon-type car cards, and| 
display advertising will be used | 
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in Grit, Progressive Farmer, and 
| Southern Agriculturist. A Sunday 
| issue of the New York Mirror will 
i}also be scheduled. Federal Ad- 
|vertising Agency, New York, 


| handles the account. 


Olian Named 


Olian Advertising Company’s 
Chicago office has been appointed 
to handle advertising for Interna- 


tional Laboratories, maker of 
pharmaceuticals. Promotion plans 
include space in newspapers, 


magazines and radio. 


Complete Art Service Layout 

ttering, Finished Art, Copy 
Typography and Re-vamp ready 
or Offset or Engraver 


® LAYOUT AND 
LETTERING © 


. 

@ TECHNICAL © 
ILLUSTRATIONS 

© PACKAGING 
AND DISPLAY 


Production Illustrations from 
Blueprints or Your 
deas. 


© INDUSTRIAL DESIGN 
@ RETOUCHING 


@ Ads that seek readers can be found anywhere, but 
readers who seek ads are rare birds in the publishing field. 


Popular Mechanics readers, their minds wide open to 
any new fact or idea that could mean better living, find 
the advertising in their favorite magazine a rich source 
of useful knowledge. They read ads deliberately—and 


consciously respond. 


Latest readership surveys based on current circulation 
show 3% MILLION of these alert, inquisitive, fact- 
hungry minds—a big, livelier, result-producing market 
for any men’s product from watches to life insurance. 


It pays to put Popular Mechanics on your schedule and 


REACH THE P.M. MInp. 


" ~ 
® 


Lae - WYLER 


ote 


No, these watchmakers don’t all advertise in Popular Mechanics. We think they might do so profitably. 3% MILLION men buy a lot of watches. 


Se a ere A =i ‘ »: OTe bie f a baa 4 . rs pe. teen ad va a ede. hee : £5 t 
eRe ah rs eh oe BT ot ke ; ae aa Ean spat tin. “iy ga aes Ratatat a3 re i aeedes a PS es he ee ane eS ea ie fe ; ae 
} see: i 
; 1 
ot ee 
ee = 
} | ine 
a ee wae 
ty qu 
5 
ee peer 
. 
| TT 7 
n& 
ADVERTI SS wn 
IND. INGASOLE NTS Bae te ae 
4243 Ls 
| spe aed sey 
P mecauenae Instr M s and E i 
Hand ks—Te 11 and : 
b en 
4 hare 
a _ : ENS Kat 
. | ; rc) quin® ties a ae 8 is 
nn en 
ee Pe ee ee eee ee el” 
| ies oe a i ae > 
| ee ie ai = mee a oaoae Gee ——— a ee es 
| io cae gee Shiai Se oS. fie ae | cere @0 
S SEE i en ee ee ee ie a 4426) oe ee ' ae 
e “ae a> e eee a a Al pitas: 
| rg, Soe 2 ae ie ; ie, ae 3 ‘ 3 
’ | Sees So aia : vie al - a ot tee, Be ‘ 
e pie . ae o oe al eo Z J — & hey 7 $ = i 
| meee eR? nS Oa ed — i fi ae en wh. i™~ Sin, i 
By BOULEVARD. Gee ~ ; 
q eT: a a en ae + la ia am att We . {i ee 
r | SLES 5 Sie teeter dot ee ae aes ibe Pt, : ‘ es 
| ‘ a SO a i Matt ete By ii Psat. ae, sod : \ : eo 
| A - : uss ou aa 2 Dts a ? = es . 4 ibe Fae 
iS : £ R 0 T 0 N : ng As Kf “i A fay ae 9 ae % ; a 
- = eee Bert oe Ze Pe: ee ec atin se 3 yo : i ae 
} Sag ol sc. aes os are sais allie 5 ae ieee A= ZA SAR et oy 7 
“ ete = i ; oo e. “% ee eS Re. i A eee te he , pene Z 
e an sii “i 4 é a: . ; a 
e | cog: See bg Bs & a 4 ie = ae 
, GRUEN-- HARVEL - VAMOME = PIERCE | Pe: 
ee : ] "as ae 3 . ee coe 
ry ae eee Se LS i _ — 
a. aS 5 Bigs hte : i PP eee aes ‘ a ; , ao 
A a ae % ; pak NS laa aa Cy ORE Sag GS NTR ne Bow AGS Sakic met OM Sek Maar y - ae — r a aan 
) - o> i. ae eS = 
we iS al ineiige Pra i a See ee ast q ag - Coes se % dl : mE é ar Gtee, 
t F ft we T { L ft . i ate Sal seater tae ioral ti ; wo, a so er Spe eae a 
F as 4 ~. i N 2. 3 : es » “re P 7 ig Sete: ; ? : 
OF iz ae a 39 ae 
- FARMS J JBL. LONGINE OF Qe ay eo ee . 
Ss F A a i a ao 2 aa ‘ ag S Pp a 2. : ae i. oe Coa lail 
dy i J . rea . \ @ i re. nae 
1g ~—— = “Gee. a _< x ae Sey, Pee eee 
ae ete oe Sul pe f, oa . i ae E " ae 
nig Se oe ae a }% ee ae. % me g ee, ote ae 
- i : BM oe a aaa a & < ah 
; MARKETS ae ea , bn 7” 
A x j hes — ol ¥s aa 4 eae oo Sees Ay 4 Boy. 2 
} — ee : : 7 een eo a & "<6 = 
{ % SS ae... Te . ee Fa re : OP ” a 
a - \ Poo SRT, SEAR Ce ey 
P 4 # ; j oe. Sa aa eae) 
d- : : 4s ey, Tay L ; q a eee 
od a oe | rm | ly ae M 7 
~— ee aes ee : 4 es ‘a Fe %.. } Lv et ‘ mE * rae 4d N ,) ! ‘ 9 ee) 
aa ees “ Pee ac! a we" i 5 s ae Re 
Fe Pe 4. "ue a! ee 
r Mh at SES mes; : é cree 
‘ sess itst pre or it Bt pie ‘ 5 ' ods a ee A ? 2 3 : 
ed 2 _ Phew sagt 
: rn tas. i » « Ci} ,) 3 om cue 
ie bes, ae. . _° > gm a 
en a a ae ia CS vm 
of | | ing pT ele i ae 
M4 | a At ~- "aes 
OS, : | Ge i les ge j 
tt, a > ~~ SS F- j 
nd a a — My ei — iy / 
pa § a “ > So Bc 
' | . es eg : 
“ i fe L zs > ‘ . = % ’ 
e &§ aie 
rice | y & 
ile perme } ee | 
ulls- > | ea 
_ eC 
| 
| 
er) | 
ork 1 


58 


pr. ee 
Armed Forces 


Robert Conner (AAF) has 
joined the advertising department 
of Tide Water Associated Oil 
Company, San Francisco. 

D. E. Fricker (Army) has re- 
turned to Le Roi Company, Mil- 


waukee, as assistant to the adver- 
tising manager. 

Gilbert Waters (Navy) has 
joined Albert M. Greene Company, 
New York, as technical publica- 
tions representative. 

Earle P. Blanchard (Navy) has 
rejoined the Schenectady Gazette 
as classified advertising manager. 

James Mitchell (Army) has 
joined Short & Baum, Portland, 
Ore., agency. 

Dick Landsman (Army) has 
joined the sales promotion staff of 


offer. 


The St. Paul 


SAINT 


St. Paul Covers Half 
the 9th Largest Market! 


@ There's more milk in the St, Paul market... in 

the form of sales . . . than this bossy has to 
And there's no problem to getting. it 
. +. all you have to do is advertise for it. 


Nearly 800,000 population with more than 
$1,000,000,000 effective annual buying income 
makes St. Paul-Minneapolis the 9th largest mar- 
ket in the United States.* 

half 
St. Paul Dispatch-Pioneer Press wi 
combined city zone circulation. No other daily 
newspaper has even as much as 10°/, coverage 
of St. Paul families. 

*From U.S. 1940 Census. 


by the 
163,387 


is covered onl 


MINNESOTA 


ST. PAUL DISPATCH-PIONEER PRESS — 


NEW YORK 


RIDDER-JOHNS, INC.—Notional Representatives 


CHICAGO 
342 Madison Ave. Wrigley Bldg. Penobscot Bldg. Dispatch 


PAUL, 


DETROIT ST. PAUL 
Bidg. 


® 


More Advertisers 
Spend More Money 


than in Any Other 


WNOC, Norwich, Conn. 

Foster Brown (Army) has been 
appointed sales promotion man- 
ager of KXOK, St. Louis. 

Harold Cochran (AAF) and 
William P. Sloan (AAF) have 
joined the Oakland and San Diego 
offices respectively of Foster & 
Kleiser, outdoor advertising. 

J. W. Veeder (Army) has been 
appointed advertising and _ sales 
promotion manager of the lumite 
division of Chicopee Mfg. Corpo- 
ration, New York, producer of 
plastic insect screen and fabrics. 

Robert E. Mayer (Navy) has 
joined the Biow Company, New 
York, to handle drug products ad- 
vertising. 

Norman F. Draffin (Seabees) 
has been appointed promotion and 
sales manager of the Artex Poster 
Company, New York, designer and 
manufacturer of silk screen adver- 
tising displays. 

William S. Kline (Navy) has 
joined Kolpar Publications, New 
York, as administrative assistant 
to the vice-president. 

Joseph Kaplan (Army) has 
joined Advertising Linage Service, 
New York. 

Richard Bernstein (Army) has 
been appointed advertising man- 


ager of Cobern Textiles, Inc., New 
York. He is also assistant editor of 
the Merchant Tailor, business 
magazine to the custom tailors of 
America. 

Logan W. Mulford Jr. (Army) 
has been appointed assistant man- 
ager of American 3-Way Luxfer 
Prism Company, New York. 

Marvin L. Grant (AAF) has 
joined the production staff of Wil- 
liam H. Weintraub & Co., New 
York advertising agency. 

Basil Byrne (AAF) has been 
named production manager for 
McCann-Erickson’s Portland, Ore., 
office, which has also announced 
the appointment of Clive Davies 
(Army) as art director. 

Walter Edward Drury (Naval 
Air Force) has joined Henry A. 
Loudon, Advertising. He will be 
attached to the client service staff 
of the New York office, but will 
make his headquarters in Ann 
Arbor, Mich. 


Opens Chicago Office 

R. J. Christopher, formerly vice- 
president of Multi-Products, Inc., 
Chicago, maker of plastics, will 
shortly open a Chicago office for 
Cummings, Brand & McPherson, 
Rockford, Ill., agency. 
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Everett Hat to Chernow 


Everett Hat Company, Mil- 
waukee, manufacturer of needle- 
point hats and matching bags, has 
appointed Chernow Company, 
New York. A consumer program 
will be scheduled in Charm, 
Glamour, Harper’s Bazaar, Junior 
Bazaar, Mademoiselle, Seventeen 
and Vogue, backed up by business 
publication advertising, direct mail 
store promotion and public re- 
lations activity. 


Three Join Morse 


Albert Burwinkle, Lawrence 
Wisser and James Hausman have 
been appointed executive art di- 
rector, Prince Matchabelli con- 
tact, and copy staff member, re- 
spectively, by Morse International, 
New York. Mr. Burwinkle was 
formerly with William Esty & Co., 
Mr. Wisser with Federal Adver- 
tising Agency, and Mr. Haus- 
man a former lieutenant-com- 
mander in the Navy. 


Lustrite to Kaufman 
Lustrite Cosmetics, Inc., New 

York, has appointed Frank H. 

Kaufman & Co., New York. 


Outdoor Magazine 


For more than a quarter of a century 


the nation’s leading art directors 


have learned to rely on... 


Monsen: Chicago 


SUPERIOR 


EAST 


ILLINOIS STREET 


1223 
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Radio ‘Package’ 
Battle Rages 
Over Commissions 


(Continued from Page 1) 


eyeing their expenditures to see 
what they are getting for their 
money. 

One of the few agency execu- 
tives to speak up publicly on the 
subject was Emerson Foote, presi- 
dent of Foote, Cone & Belding 
(AA, Feb. 12, 1945). Mr. Foote, 
speaking of the other side of the 
coin when a talent agency collects 
a profit on a package while the 
advertising agency stands all the 
costs of production, said that “the 
talent agencies have gotten around 
to charging over-all commissions 
on so-called package shows, and 
We come along and put a commis- 
sion on top of that. Some time, 
when advertising money is no 
longer easy, advertisers are going 
to get tired of paying two sets of 
people for doing the same thing.” 

Another sore spot is being aired 
in a four-part Saturday Evening 
Post article, “Star-Spangled Oc- 
topus” by David G. Wittels, deal- 
ing with the giant $40,000,000-a- 
year talent agency, Music Corpo- 
ration of America, and its head, 
Jules Stein. The article has been 
discussed for months among radio 
and agency men as a possible 
springboard for a Department of 
Justice investigation of MCA’s ac- 
tivities (AA, Private Lines, March 
25). 


Monopoly Inquiry Seen 


It says that “MCA is now so 
dominant in this profession of 
sutler to the amusement trade that 
the federal government has been 
looking it over to see if it con- 
stitutes a monopoly.” Some agency 
men make no secret of the fact 
that they would like to see the 
government investigation serve as 
a wedge to force concerted action 
against some of the alleged “evils” 
of package shows. 

One move, which never cleared 
preliminary meetings, was a sug- 
gested Four A’s policy against 
purchase of package shows unless 
the advertising agency retained 
full control over the show and an 
audited breakdown of all talent 
costs was furnished by the pack- 
age owner. 


WHAT’S UP 


In Greensboro? 
(First Six Months of "46) 


Bank Debits 
Railway Express Shipments 
Air Express Shipments 
Weter Consumption 
Building Permits 
Electric Meters 
Postal Receipts 
Gas Meters 
Telephones 


Sales Figures from Greensboro are 
Pleasing to the Eye! 


GREENSBORO 


NEWS-RECORD 
ey ie: thin, | 


Program 
Bob Hope 
Red Skelton 


Fred Allen 


Lux Radio Theater 
Charlie McCarthy 


Mr. District Attorney 


Jack Benny 


Walter Winchell 


Kay Kyser 


Arden 


Take It or Leave It 
Abbott & Costello 


Amos ’n’ Andy 


Fibber McGee & Molly 


Screen Guild Players 


Jack Haley with Eve 


Rating Sponsor 

27.5 Pepsodent Div., Lever 
Bros. 

24.2 Brown & Williamson 

23.5 Johnson wax 

19.8 Standard Brands 

19.7 Lady Esther 

19.0 Lever Bros. 

18.8 Standard Brands 

18.4 Bristol-Myers 

18.3. American Tobacco 

17.4 Andrew Jergens 

16.3 Colgate-Palmolive- 
Peet 

16.3 Sealtest (National 
Dairy) 

15.5 Eversharp 

14.9 R. J. Reynolds 

14.5 Lever Bros. 


Advertising Agency 
Foote, Cone & Belding 


Russel M. Seeds 

Needham, Louis & 
Brorby 

J. Walter Thompson 

Biow Company 


J. Walter Thompson 
J. Walter Thompson 


Doherty, Clifford & 

Shenfield 
Ruthrauff & Ryan 
Lennen & Mitchell 
Ted Bates 


McKee & Albright 
Biow Company 


William Esty 
Ruthrauff & Ryan 


AD AND TALENT AGENCY LINEUP ON FIRST 15 EVENING PROGRAMS 


(Based on C. E. Hooper, Inc., May 31, 1946, Ratings) 


Talent Agent or 
Package Owner 
J. Saphier 


Wm. Morris 
Direct 


Wm. Morris 
Motion Picture 
Relief Fund 

Direct 

Music Corp. of 
America 

Byron Produc- 
tions 

A &S Lyons 

Direct 

MCA 


Direct 
Biow Company 


MCA 
Wm. Morris 


Net 
NBC 


CBS 
NBC 
NBC 


According to the SEP article,|trols so much of the top-flight| Most radio men, however, empha- 
are|talent that they are practically | size MCA’s control of dance bands 
stymied by the fact that MCA con-! forced to do business with MCA.”! rather than all talent. MCA main- 


“the 


advertising 


agencies 
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tains a tight grip on the band field 
through its exclusive booking ar- 
rangements with a majority of 
the choice hotels, night clubs, 
dance halls and other spots on 
which most bands depend for 
their income. 


Morris, Lyons Among Leaders 

Running neck and neck with 
MCA in the volume of top-flight 
radio talent handled is the Wil- 
liam Morris Agency, while A & § 
Lyons and General Amusement 
Corporation are among the lead- 
ing runners-up. There are count- 


“Cover Catholic. 
Schools, Churches, 
and Institutions 


Froese es eeree4q 
ee So ee a 


35 W. WELLS ST., MILWAUKEE 3, Wis. 


ONCENTRATE ON PARENTS 


They buy the Most! 


Parents buy the most clothing! 


PARENTS ca 


is the only magazine with 
all-parent readership in 


940,000 homes with more 


than two million children! 


BABY CARE MANUAL *& 


YOUR NEW BABY * 


2 = a 


it | 


~~’, 


| 


mili 


a 
lv 


4 REASONS WHY 


Parents’ Magazine is a 
smart advertising buy: 


No = 


Families with children buy 62.4% 
of all the nation’s goods. 


Parents’ Magazine reaches the in- 
telligent, progressive heart of this 


buy-most market. 


Parents’ Magazine is read primarily 
for guidance. Readers live by 
Parents’ Magazine; value its adver- 
tising as much as its editorial con- 
tent for information. 


4 Parents’ Magazine offers advertisers 
a complete promotional service. 


TRUE COMICS ye REAL HEROES x FUNNY BOOK 


THE PARENTS’ INSTITUTE, INC. » 52 VANDERBILT AVE., NEW YORK 17, N.Y. + BOSTON + CHICAGO » ATLANTA + SAN FRANCISCO 
PARENTS’ MAGAZINE 
The Parents’ Junior Quality Group: CALLING ALL GIRLS % CALLING ALL BOYS xe CALLING ALL KIDS 
POLLY PIGTAILS ye SWEET SIXTEEN 4 AVIATION ADVENTURES AND MODEL BUILDING x SPORT STARS 


SCHOOL MANAGEMENT 


COMMENDED 
by 


PARENTS’ 
MAGALINE 


GUARANTEE 


PARENTS’ 
MAGATINE 
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less other package agencies in the 
field, some—like the well-known 
Anne and Frank Hummert opera- 
tion—being writers and producers, 
others being just talent agents or 
entrepreneurs, 

Agency men’s opposition to tal- 
ent agencies is not confined to 
MCA nor to the reason that they 
are “practically forced to do busi- 
ness” with them. One of the prin- 
cipal agency objections to pack- 
age agencies is the fact that in 
some cases the package owner 
deals directly with the client, leav- 
ing the agency in the position of 
a supernumerary trying to justify 
itself for being in the picture at 
all. Another is that the package 
agency is primarily interested in 
building up and selling its talent, 
and frequently retains control 
over the program to such an ex- 
tent as to reduce its commercial 
value while enhancing its, star’s 
reputation. 


Costs Main Objection 


The fact that agency opposition 
to many package deals has seldom 
come out in the open was ex- 
plained by the head of one large 
agency to AA. “When we buy a 
show in a package,” he said, “we 
have first sold the show to the 
client. What is our position, then, 
if we turn around and say that 
the client’s money is being mis- 
appropriated, that he is being 
‘taken’ for concealed commissions, 


and that we’re not earning our) 
15% because we can’t?” | 

Advertisers objections to the, 
present package show picture re- 
volve around the key question of | 
costs. Some advertisers feel that 
paying a 15% commission to 
agency and 10% to a talent agency 
for a job that was formerly done 
by the advertising agency alone 
is unjustifiable. Others stress the 
concealed commission factors, 
when a talent agent, besides taking 
a 10% over-all commission on the 
package, collects an additional 
profit representing the difference 
between the cost of talent to him 
and the selling price of the pack- 
age. 


Don’t Voice Complaints 


But even advertisers have not 
been vocal in their complaints. The 
advertising manager of one of the 
largest radio users explained this 
to AA by saying that “I’ve got 
to justify our advertising expen- 
ditures to our directors. I can’t 
say we’ve paid too much for the 
show when I recommended it, and 
I can’t fail to recommend it when 
I. know it gets a rating and it 
sells.” 

This general reluctance to “go 
out on a limb” was encountered 
in almost every case in ADVERTIS- 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
ore regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad- Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


* 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehal!l 2300 


A Complete Day and Night Service 
for Advertisers and 
Advertising Agencies 


ING AGE’s survey of leading ad-; buy” as well—control over many 


vertisers and agency executives. 
In order to gather even sketchy 
information, AA had to keep the 
names of individuals and _ pro- 
grams confidential. 


Agency Control Stimulated 


AA found that, in general, the 
government action compelling net- 
works to divorce themselves from 
their talent bureaus resulted at 
first in an increase of agency con- 
trol over programs. Agencies built 
shows around the needs of spon- 
sors and developed elaborate radio 
production departments while the 
networks’ production departments 
declined. 

But as agencies found shows 
packaged by talent agencies more 
convenient and less expensive to 
handle—and frequently a “better 


features of the programs passed to 
the package owner in more and 
more cases. The networks were 
satisfied because selling time was 
not a problem during the war and 
the headaches of building and 
selling shows were reduced. The 
advertiser was satisfied because he 
bought a show that “got a rating” 
and advertising money was “easy.” 

The talent agencies’ position is 
described by Mr. Wittels in the 
SEP article as follows: “The ad- 
vertising agencies find themselves 
dealing with a two-headed figure 
—a seller of wholesale talent and 
an agent for individual talent. In 
its role as agent, MCA may ask 
(for individual performers on a 
show) a total of $15,000 a week. 
In its role as a seller of package 
shows, MCA might offer the whole 


| lot for $12,500 a week.” 

The trend was accelerated by 
the high wartime taxes which re- 
sulted in some stars “owning” 
their programs and hiring all tal- 
ent on these shows. The sponsor 
paid a fixed package price and 
the star harvested the advantages 
of paying taxes on business rather 
than personal income. 

Practices in package shows vary 
widely, as do prices, but the rating 
is still king, AA found. Until a 
few months ago, the price of an 
established package was roughly 
computed at $1,000 per Crossley 
rating point. With radio dollars 
getting tighter, indications are 
that, with the exception of a few 
leaders who can name their own 
prices, this will decline to about 
$600 .to $700. 


The way in which the adver- 
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tiser’s dollar is cut up also varies 
widely. AA found one program 
in which the contract with a top 
comedian provided that only one 
10% commission to the agent be 
paid. Any sums paid to agents 
for talent on the program were to 
be deducted from the sum that 
the star’s agent received. This 
contract, however, seems to be a 
rare one, having been written 
largely at the insistence of the 
advertising agency. And the agency 
in this case has almost no control 
over the show, even though it 
was at one time instrumental in 
devising the format and building 
the show to a leading position. 


Commissions Pile Up 


In the case of another leading 
comedian, the talent agency col- 
lects almost $80,000 a year in di- 


HE PROGRESSIVE FARMER is really five different 
magazines using the same front cover. Pub- 
lished monthly in five separate editions, local- 
ized to the farm-and-home interests of five distinct 
agricultural divisions of the South, The 
Progressive Farmer provides its readers with an 
intensely-localized editorial service which no 
other leading regional or general farm magazine 
even attempts to render. 
Each of the five editions of The Progressive 
Farmer is carefully edited for the particular 


territory it serves. 


The only editorial material 


appearing in every edition is that which is of 
general interest to the entire South. Thus, The 
Progressive Farmer is a local magazine to each 
of its readers, with no wasted space in any edi- 
tion on subjects foreign to local needs. 

The Progressive Farmer maintains fully- 
equipped editorial offices at Raleigh, Birmingham, 


Memphis and Dallas. Fifteen full-time editors and 


21 staff contributors keep “in close neighborly 
touch” with the needs and desires of nearly a mil- 
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rect commissions on an $800,000 
package. The advertising agency’s 
15% amounts to about $120,000. In 
addition to this, the package 
agency actually pays to talent a 
total reliably estimated at $100,- 
000 less than the package price. 
And the advertising agency gets 
15% of a time bill of more than 
$500,000. 

Thus, on a program costing $1,- 
300,000, the sponsor is paying 
$375,000 to “middlemen.” This 
does not include minor commis- 
sions to agents for writers, musi- 
cians, etc., not handled by the 
package owner. Even without the 
$100,000 “saving” to the package 
owner, direct commissions total 
about 20% of the cost of the show. 

In the case of a “soap opera” 
the sponsor paid $650,000 for the 
show. Almost $500,000 went for 


tng Sih a NRE 


time, on which the agency collected 
$75,000. The package price was 
$150,000, on which the talent 
agency collected $15,000 and the 
advertising agency $22,500. Total 
direct commissions: $112,500. 


Pockets 30%—and Up 


In the case of MCA, the Post 
article points out that “the dif- 
ference between what it pays for 
the ingredients of shows and what 
it gets from the sponsors goes 
into MCA’s pocket. Some of its 
executives have boasted that on 
some package deals MCA has 
made as much as 30%.” Some AA 
sources have indicated that 30% 
is a conservative figure. 

On the other hand, the former 
head of one of the largest adver- 
tising agency radio departments 
told AA that 


“we have never! 


bought a show from anyone, MCA 
included, where we didn’t get a 
breakdown of every item of cost 
and where we didn’t have com- 
plete control of the show.” 

And the head of the radio de- 
partment of one of the largest 
talent agencies told AA that these 
practices will continue as long as 
networks and agencies are unable 
to produce enough shows to meet 
the demand, and advertisers are 
willing to buy a package “blind.” 
“We got into the field,” he said, 
“because we’re in show business 
and they’re not. 

“Naturally we get the best price 
we can for our talent, but we also 
package a better show. As for 
concealed commissions, we will 
open our books to any advertising 
agency or any sponsor. We take 
10% of the package and that’s all. 


If they object to the practices of 
some of the other outfits, let them 
demand the same thing from them. 


Says ‘Evils’ Requested 


“IT sat down with some agency 
men one day at the Four A’s and 
agreed to answer all their criti- 
cisms. Every time one individual 
raised a point as to a practice he 
thought was questionable, I could 
point out another (agency) man 
present who had done that very 
thing and sometimes even insisted 
on it!” 

The head of a large agency con- 
tested with some heat the conten- 
tion that talent agencies “are in 
show business.” “Why,” he said, 
“there are probably about seven 
men in MCA’s whole radio de- 
partment and they’re all ‘horse 
traders.’ Not one of them could 
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go into a booth and produce a 
program! They hire people for 
that—free lance writers, free lance 
directors and free lance  pro- 
ducers.” 

Another agency principal, when 
told of the talent agent’s remarks, 
wanted to know “how long do you 
have to be in this game until 
you’re ‘in show business’?” But 
he also added that “a package 
show can be one of the best buys 
that anybody can make.” His 
agency, he said, worked on its 
shows “every day of the week,” 
something a talent agency could 
not do. 

In the course of its survey, AA 
found that the package shows 
vary widely as to the amount of 
work the advertising agency does 
and the amount of “rake-offs” in- 
volved. Some agencies maintain 
large radio departments at great 
expense ($500,000 a year in the 
case of one large agency) and do 
most of the work on the program. 
At the other extreme are agen- 
cies who simply buy a package 
and supervise the show from a 
distance. 

Suggestions made by the ex- 


NEW adio 


PROGRAM ra ae 


... It’s tops with the 
public as the only en- 
tertainment guide of 
its kind... 


... It’s indispen- 
sable to the trade 
as the only classi- 
fied radio program 
directory in the in- 
dustry... 


This handy, compact, 36 page weekly is not 
only an informative magazine... it’s @ 
service! 

With program listings of ten leading New 
York radio statiens . . . complete with de- 
scription, guest stars, music selections, cast, 
and titles of plays, NEW YORK RADIO is 
an invaluable aid not only to the public but 
to the entire radio industry! 


lion Progressive Farmer subscribers in 14 South- 
ern states. In addition to material prepared by staff 
members, The Progressive Farmer regularly car- 
ries timely and interesting articles, features and 
stories obtained from leading writers and many 
correspondents, strategically-located throughout 
the South. 

Your advertising in The Progressive Farmer 
makes you a good neighbor to your prosperous 
Southern customers... it serves to convince them 
that your product is localized to their needs. 


The Editorial Analysis Bureau of 
The Lloyd H. Hall Ce. analyzes 53 
leading magazines regularly 
each month. Five of these mag- 
azines are the five editions of 
The Progressive Farmer — the 
only magazine analyzed as more 


thanone magazine by the Bureau. 


Compare these program listings! 
NEWSPAPER 


{ WMCA—Musical P 
EW—Vaudevi 


NEW YORK RADIO 


"Children of Old Man River’’ 
Showboat story of the four 
traveling Bryants. Starring 


ut 


MOD et MOO 


Advertising Offices: 
MEMPHIS, DALLAS, 


BIRMINGHAM, 
NEW YORK, 


ubscibes to 


 Yemer 


RALEIGH 
CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 


Inclusion of sponsor or product identifica 
tion is available at a moderate cost .. . also‘a 
limited amount of display space. For infor- 
mation concerning rates, check the coupon 
below. 

NEW YORK RADIO is an essential directory and 
guide that every member of the radio industry 
should have at his side, Buy it for 10¢ at newsstands 


every Thursday or clip coupon below for year's 
subscription. 


NEW YORK RADIO—Dept. AA-! 
55 West 42nd Street, New York 18, N. Y. 


Geritlemen: 

Please send me complete information on ad- 
vertising rates for New York Radio () 

1 year’s subscription for $3.00 () 
lenclosecash[] check{] money order [] 


Name 


Addr 
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ecutives questioned also vary 
widely. One of the most frequent 
suggestions made by talent agen- 
cies and some advertisers is that 
the sponsor deal directly with the 
package producer and eliminate 
the agency. But this is generally 
discounted, since almost no radio 
program is the only medium used 
for a campaign, and the sponsor 
uses the agency to integrate his 
advertising in all media if for no 
other reason. 

One advertiser added that “the 
device of packaging is a conve- 
nient one for a great many cor- 
porations who do not wish radio 
performers to be regarded as their 
employes,” particularly for tax 
and social security purposes. And 
an agency executive added that 
buying all talent in a package is 
convenient in that “it keeps five 
different agents out of your hair, 


each one fighting for his star,” 
scouting the suggestion that talent 
agencies be divorced from pack- 
age ownership. 

Another recommendation §in- 
volves adoption of the suggested 
Four A’s policy agreement limit- 
ing commissions and control over 
programs. 


Agency ‘Earns Its Money’ 


In general, most advertisers 
seemed to feel that networks and 
agencies should become more ac- 
tive in building and developing 
programs, even though most con- 
curred with the attitude of one ad- 
vertising manager who said that 
“outside of the fact that it seems 
to me unsound to pay a commis- 
sion on a commission, I feel in 
this particular case our agency 
earns its money.” 

In some cases, agencies which 


Drum 


regional station. 


BASIC 


up MORE SALES with 


WJW, Cleveland’s Chief Station beats the tom-tom that 
calls in more dialers per dollar, signals that reach a 
larger daytime audience in Cleveland than any other 


CLEVELAND'S 


WS 


\ 


850 KC 


BC Network 5000 Watts 
CLEVELAND, o. i _ DAY AND NIGHT 


REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 


KANSAS CITY 


Basic 


ABC for 
NATIONAL REPRESENTATIVE...JOHN E. 


6, MISSOURI 
MID-AMERICA 
PEARSON CO. 


have consistently maintained large 
radio departments have lost con- 
trol to the package owner because 
of the stars involved. In some of 
these instances, the agency’s radio 
department then spends its time 
on the show impressing the client 
and “looking busy.”’ But in many 
others, the contract still provides 
a veto power for the agency and 
enough control over production to 
insure enforcement of the clients’ 
interests. 


Networks Active 


One large agency recently kept 
an account only by virtue of the 
fact that it had a desirable radio 
show “sewed up.” Another re- 
cently lost an account because it 
was paying a large sum for a 
package and producing the show 
itself, a double expense which the 
client wouldn’t carry. 

The networks have become in- 
creasingly active in programming, 
prodded by the double prong of 
the FCC’s Blue Book ukase and 
the fact that time is getting more 
difficult to sell and one way to 


sell time is to sell a program to 
fill it. One package producer re- 
cently complained that the net- 
works had “hundreds” of pack- 
ages for sale and were holding 
choice time blocks for their own 
packages. 


‘ABC and Mutual Ahead 


American and Mutual lead in 
the number of network packages 
sold to commercial sponsors, each 
having eight such shows on the 
air and five more expected to be 
sold by fall. Columbia is close be- 
hind with seven sold and six 
salable by fall, while NBC is be- 
hind the parade with two and 
three-fifth shows sold. (The three- 
fifths represent three out of five 
days on the Fred Waring program). 
None of these figures includes 
news or sports commentaries. 

An accompanying table, on Page 
63, lists the network-owned pack- 
ages sold and salable, with the ex- 
ception of news and sports com- 
mentaries, as an indication of the 
extent of network programming 
activity. A second table, on Page 
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59, lists the 15 leading shows in 
the May 31 Hooper report and the 
talent agencies involved. 


Radio Show Staff 


Louis G. Cowan, originator of 
the “Quizz Kids’ radio show and 
currently also producing the new 
“Fighting Senator” series on CBS, 
has been appoirited radio program 
consultant to Show Productions, 
Inc., radio production subsidiary 
of Dancer-Fitzgerald-Sample (AA, 
June 17). 


Radio Sells Groceries 


The selling job done for a 
Pueblo, Col., grocery store under 
its sponsorship of the “Ethel and 
Albert” serial program on Station 
WGHF, Pueblo, is the subject of 
a promotional piece which the 
National Association of Broad- 
casters has mailed to members, 


Names Ecoff & James 

H. F. Rieser’s Sons, West Lees- 
port, Pa., manufacturer of stock 
and poultry feeds, has placed its 
advertising with Ecoff & James, 
Philadelphia. 


FA [i fay you should know 


—dbout UILLUSTRAVOK/ 


MPLOYEES learn 40% faster, remember 
25% longer — when you use IIlustravox 
sound slidefilm equipment to focus full attention 
on your training message. That’s because 
Illustravox combines dramatic pictures with the 
power of spoken words to give you maximum 
two-way effectiveness at minimum expense. __ 
Illustravox, “The Illustrated Voice,”’ is portable, 


trouble-free, easy to operate. 


You can depend on Illustravox for all your 
training needs because it’s made by the indus- 
try’s pioneers and field-tested by America’s 
leading firms. Three-quarters of all sound slide- 
film equipment now in use is made by IIlustravox 
—ample reason to put Illustravox at the head 
of your training plans for the competitive days 
ahead. The Magnavox Company, IIlustravox 


Division, Dept. AA-8, Fort Wayne 4, Indiana. 


ILLUSTRAVOX — 


THE 
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DIVISION OF THE Ma Wa GE VW OX company: Fr. WAYNE 


MAKERS OF 


ILLUSTRATED VOICE 


FINE RADIO-PHONOGRAPHS 
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NETWORK PRODUCED PROGRAMS 


American Broadcasting Company 


Sponsor 
Harvel Watches 


Program 
Cliff Edwards Show 
Right Down Your 
Alley 
Doctors Talk It Over 
My True Story 


Agency 
A. W.. Lewin Co. 


Hastings Mfg. 
Am, Cyanamid 
Libby McNeill & 


Keeling & Co. 
Hazard Adv. é 
J. Walter Thompson 


Libby 
Terry & Pirates Quaker Oats Sherman & Marquette 
Ted Malone Westinghouse McCann-Erickson 


Ladies Be Seated Quaker Oats LaRoche & Ellis 


Recently dropped—Boston Symphony, Allis-Chalmers, Compton 
Advertising. Co-op shows—Ethel & Albert, Cliff Edwards, Powers 
Charm School of the Air, Dick Tracy. Salable sustainers—Meet Me 
In Manhattan, Henry Morgan, Society of Amateur Chefs, Fat Man, and 
I Deal In Crime. 


Columbia Broadcasting System 


Program Sponsor Agency 
Suspense Roma Wine Biow 
Theater of Romance Colgate Sherman & Marquette 
N. Y. Philharmonic U. S. Rubber Campbell-Ewald 


Crime Photographer 
Give & Take 
Garden Gate 


Anchor-Hocking 
Am. Home Prod. 
Ferry-Morse 


Wm, H. Weintraub 
McJunkin Adv. 
MacManus, John 

& Adams 
Let’s Pretend Cream of Wheat BBDO 


Salable sustainers—Arthur Godfrey’s Talent Scouts; Sound Off with 
Mark Warnow, now heard for Army Recruiting; Jack Kirkwood Show; 
Milton Berle’s Kiss & Make Up. Co-op shows—CBS News, three times 
daily. 


National Broadcasting System 


Program Sponsor Agency 
Solitair Time Campana Sales Clements Co. 
D & H Miners Hudson Coal Clements Co. 


Sports Newsreel 
Fred Waring Show 


Colgate 
Am. Meat Inst. 


Sherman & Marquette 
Leo Burnett Co. 


(day) (2 out of 5 days) 
Fred Waring Show Johnson wax Needham, Louis & 
(night) Brorby 


Salable sustainers—‘‘Honeymoon in New York” and NBC Sym- 
phony. Co-op shows—Harkness of Washington, Robert McCormick, 
World News Roundup, Sunday World News Roundup, News of the 
World, H. V. Kaltenborn, Maggi’s Private Wire, Veterans’ Advisor, 
and Robert St. John’s Facts & Faces. 


Mutual Broadcasting System 


Program Sponsor Agency 
Special Investigator Com’1 Credit Corp. Sheldon, Quick & 
McElroy 


General Foods 

P&G and Miles Lab 

Cudahy 

Lewis-Howe & Co. 

Am. Transit Ass’n 

Triangle Pubs. | 

Mutual Benefit 
Health & Accid. Co. 


Co-op shows—Fulton Lewis Jr., Cedric Foster, Cecil Brown, Bill 
Cunningham, Arthur Hale, Frazier Hunt, Inside of Sports, Tell Your 
Neighbor, and Erskine Johnson In Hollywood (with total of 557 in- 
dividual sales). Salable sustainers—Juvenile Jury, Leave It to the 
Girls, Married for Life, Jonathan Trumbull Esq., and What’s the 
Name of That Song? 


st] am 


.-. and cadet tt 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. © 250 Park Ave., New York 17, N. Y. 
National Represéntatives: THE BRANHAM COMPANY 

CHICAGO: 360 North Michigan Avenue +» NEW YORK: 230 Park Avenue 

Atlanta+ Charlotte+ Dallas» Detroit» Kansas City + Los Angeles « Memphis « St. Lonis+San Francisco 


Benton & Bowles 
Compton and Wade 
Grant Adv. 

Olian Adv. 

Owen & Chappell 
Al Paul Lefton 
Arthur Meyerhoff 


House of Mystery 
Queen for a Day 
Nick Carter 

Bulldog Drummond 
Spotlight on America 
It’s Up to Youth 
Mystery Is My Hobby 


Johnson Plans 
Special Drives 
for 3 Products 


RACINE, Wis.—S. C. Johnson & 
Son this fall will give special pro- 
motional backing to its Glo-Coat 
floor polish in September, to its 
liquid wax in October and No- 
vember and its cream wax in Oc- 
tober, November and December. 
The plan calls for separate full- 
color page ads on the cream wax 
for the first time. 

Glo-Coat’s drive will include 
full-color pages next month in 
The American Weekly, Every- 
woman’s, Family Circle, This 
Week Magazine, Western Family 
and Woman’s Day, and 1,000-line 
supplementary newspaper ads in 
several markets. Later, page in- 
sertions will run in Collier’s, 
Ladies’ Home Journal and The 
Saturday Evening Post. 

Glo-Coat commercials will be 
heard each week in September on 
the Fred Waring show, the re- 


da 


nt 


63 


placement program on NBC Tues-|named to the newly-created posi- 


day evenings. 
Molly will return to the air Oct. 1. 
Johnson’s sales staff is readying 
a large-scale tie-in of dealer aid 
material. 

The full-color ads for cream 
wax will run in Better Homes & 
Gardens, Good Housekeeping and 
Parents’ Magazine. Liquid wax 
will be backed by pages in LHJ, 
Parents’ and Woman’s Home Com- 
panion. 

Needham, Louis & Brorby, Chi- 
cago, handles the account. 


WFAU to Join MBS 


Station WFAU, Augusta, Me., 
will join the Mutual Broadcasting 
System and the Yankee Network 
Sept. 1. The station, owned by 
the Twin Cities Broadcasting 
Company, operates on 1340 kilo- 
cycles. 


Byron Promoted 


Benton & Bowles, New York, 
has elected Norman Byron a vice- 
president. Mr. Byron, who joined 
the agency in 1937, has also been 


Fibber McGee &|tion of senior art director. 


U. S. Steel Ups Wilby 
Arthur C. Wilby, associated 
with United States Steel Corpora- 
tion of Delaware since 1909, and 
in charge of public relations of 
the company’s subsidiaries in the 
Chicago district since 1938, has 
been elected vice-president, with 
headquarters in Chicago. 


Names McCann-Erickson 


Broadway Department Store, lo- 
cated in Los Angeles, Hollywood 
and Pasadena, has appointed the 
Los Angeles office of McCann- 
Erickson to handle its advertising, 
effective Oct. 1. Radio, outdeor 
posters and national fashion maga- 
zines will be used. 


bg , 


BEST DRESSED GIRLS 
ARE COVER GIRLS 


New York 
Chicago 


JANN & 


JANN & KELLEY, INC. 


announces 


the opening of a 


LOS ANGELES OFFICE 


at 


2404 West Seventh Street 


LOS ANGELES 5, CALIFORNIA 


as of August Ist, 1946 


Charles R. Jamison, Manager 


KELLEY, 


Detroit 


San Francisco 


Atlanta 
Los Angeles 


INC. 
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Photo by Bob Leavitt — Pix 


THIRD GENERATION REBUTTAL 


Once upon a time there was a young man 
whose grandfather was named Cyrus 
McCormick. Curiously enough, he had 
another grandfather named John D. 
Rockefeller. So, the chances seemed good 
that he might waste his substance in 
living which, if not riotous, would be un- 
productive. 


But three things happened to Fowler 


*See “‘Fowler McCormick: Self-Made Man,’’ p. 111, FORTUNE, September 1946 


McCormick: he came under the influence 
of psychologist Jung; he married Fifi Still- 
man; and he went to work selling reapers. 
How he subsequently rose—and that’s 
no euphemism—to become the boss of 
International Harvester is told for the 
first time in the September issue of 
ForTUNE.* 


The adventure of business is often from 


No. 7 in the “Man of Adventure” series 


riches to more riches. But, even more 
often, it’s the romance of technological 
development, the gamble of reorganiza- 
tion, the challenge of competition. And all 
these adventures are part of the one Great 
Adventure toward a truly industrialized 
civilization, of which Fortune has long 
been acknowledged the only and Special 
Reporter. 
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SIGNING FOR FORD TELEVISION—John R. Davis, vice-president in charge 
of sales and advertising of Ford Motor Co., signs a contract for sponsorship 
of CBS telecasts of sports events at Madison Square Garden, New York, this 
fall and winter. Watching are Frank Stanton (seated left), CBS president; 


Ned Irish (seated right), executive vice-president of the Garden; standing, 


(left to right): Henry Ford II, president of Ford Motor; Ernest R. Breech, 
executive vice-president of Ford, and William S. Paley, CBS board chairman. 


PACKAGED IN WOOD—Tongo, Fantasy and Her Highness, three new per- 

fumes of Milo, New York, are being packed in “Perfumettes", carvings by 

Josef Karov, in Peruvian mahogany or American walnut, and given such names 

as Jungle Drums, Sea Whisper and Golden Shower. Harvest, Ten Fathoms 
and Twirling Leaf are shown here. 


BRANDFORD MODELS—Edward Brandford, head of the all-Negro model 
agency opened recently in New York, poses with Evelyn Scott, Frances Carey, 
Yvonne Bridges and Cecilia Smith, four of the models in the organization. 


= 


DIVERSIFIED TRUCK MODELS FEATURE DODGE POSTER—The new national outdoor poster campaign of the Dodge divi- 
sion of Chrysler Corp. is scheduled for more than 6,000 boards. It features nine diversified Job-Rated truck models chosen 
from the company's 175 gross vehicle weight models, and has a space for dealer's imprint below the design. Ross Roy, Inc., 

Detroit, is the agency. 


MERCHANDISER — Pepsodent's new 
counter merchandising unit is designed 
to help druggists establish dental needs 
departments in their stores. The unit, 
designed by Raymond Loewy, is made 
of heavy metal, and contains space for 
other related dental items as well as 
Pepsodent's, 


KNOW HOW —James E. McCarthy, 


national sales mgr. of G-E's automatic 


blanket division, isn't making a bum. 


billiard shot—he's just demonstrating 

the company's policy of requiring all 

automatic blanket salesmen to make a 

blanket. All salesmen who so qualify 

become (automatically) members of 

the G-E Automatic Blanket Makers’ 
Guild. 
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SANTA IS BACK—Typical of Grace Line's current color magazine copy, re- 

sumed this summer in about 30 class, travel, business and marine publications, 

is this advertisement in The New Yorker for the "completely modernized" Santa 

Rosa and Santa Paula, twin flagships of the new fleet of 20 “Santa” vessels. A 

newspaper campaign is being readied for appearance this fall in several hundred 

newspapers in North and South America, the Caribbean area, and in Europe, 
through Kelly, Nason, Inc., New York. 


PICKING THEM OUT—St. Louis admen who voted silver plaques and 31! other 
awards to business paper editors in Industrial Marketing's 9th annual editorial 
competition are, left to right: James R. Kearney Jr., James R. Kearney Corp.; 
O. R. French, Oakleigh R. French & Associates; E. A. W. Schulenburg, Gardner 
Advertising Co.; Hubert J. Echele, Warwick Typographers; Anthony J. Neher, 
Century Electric Co., and Howard Marple, Monsanto Chemical Co. The awards 
will be presented at a joint meeting of the Chicago Industrial Advertisers 
Association and the Chicago Business Papers Association Sept. 9 and at a 
meeting of the Industrial Advertisers Association of New York on Sept. 16. 
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LAUNCH NBC 'PARADE'—NBC executives who mapped the net's ‘Parade 

of Stars’ promotion, just launched, look over one of the plexiglas ‘bandbox” 

display cases being shipped to affiliated stations. Left to right: Roy C, 

Porteous, audience promotion manager; Easton C. Woolley, director of sta- 

tions department; Sydney H. Eiges, press department manager; Charles P. 

Hammond, advertising and promotion director, and Clarence L. Menser, vice- 
president in charge of programs. 
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Scandinair to Push 
Air Traffic 
In Fall Drive 


NEw YorK—A newly-formed 
Scandinavian Airlines System will 
start its first advertising cam- 
paign about Sept. 15 in a list of 
eastern seaboard and midwestern 
newspapers, bolstered by copy in 
Fortune and aviation business 
papers. 

The airline is the result of the 
merger of three airlines, Danish 
Airlines (DDL), Norwegian Air- 
lines (DNL), and Swedish Inter- 
continental Airlines (SILA), 
which have agreed to pool equip- 
ment and personnel for joint op- 
eration from the U. S. to Copen- 
hagen, Oslo and Stockholm. 

Regular transatlantic service will 
begin Sept. 21, but the line is op- 
erating twice-weekly charter serv- 
ice to relieve the backlog of 
traffic. Tore H. Nilert, who will 
head the group’s activities in 
North America, said the forma- 


tion marks the first time in avia- 
tion history that three nations have 
pooled their air services. He said 
connecting services to all major 
European cities would be avail- 
able through the continental lines 
of the three companies. The 
agreement between the lines is 
valid for five years. 

The company will operate a fleet 
of seven DC4’s, and the company 
expects delivery of four Boeing 
Stratocruisers next year. Scan- 
dinair expects to schedule flights 
to South America shortly. 

John A. Cairns & Co., 
York, is the agency. 


New 


Haire Moves in London 


Haire Publishing Company, New 
York, has moved its London office 
to 58 New Bond St. John J. 
Roman, Haire advertising repre- 
sentative for the United Kingdom, 
is in charge. 


FM for Claremont 


The Eagle, Claremont, N. H., 
has received FCC approval for a 
Class B, FM radio station. 


‘Buck Rogers’ Bought 
by General Foods 


“Buck Rogers” radio serial, off 
the air since 1935, will make a 
comeback Sept. 30 on the full Mu- 
tual network under sponsorship of 
General Foods Corporation, 
through Benton & Bowles, for 
cereals. The program will be 
heard Mondays through Fridays 
at 4:45 to 5 p.m., EST. 

GF recently renewed sponsor- 
ship of “House of Mystery” on 
Mutual (AA, Aug. 12). The pro- 
gram will fill a new time niche, 
Sundays from 4 to 4:30, EST, be- 
ginning Oct. 6. 


Crow Construction Names 


William L. Crow Construction 
Company, New York, has ap- 
pointed Bermingham, Castleman & 
Pierce, New York. Newspapers, 
architectural magazines and direct 
mail will be used. 


Armour Retires Graves 


Tom Graves, associated with the 
Milwaukee branch of Armour & 
Co. since 1901, has retired as gen- 
eral sales manager. 


Quiet Day on the Cuyahoga 


With iron ore pouring in from the north... coal from 
the south . . . and the high-geared wheels of Industry 
spinning . .. Cleveland is a city where money is made 
...and where money ts spent... 


Local merchants—in on the ground floor of this pros- 
perous market—have a virtually unanimous idea of 


what SELLS GOODS in CLEVELAND ... be- 


cause eee 


LOCAL MERCHANTS BUY MORE TIME ON WHK 
THAN ON ANY OTHER CLEVELAND STATION! 


“RETAILERS’ CHOICE IN CLEVELAND” 


Represented by Paul H. Raymer Co. 
BASIC MUTUAL IN CLEVELAND 


Macfadden Profit 
Up for First Half, 


But Costs Zoom 


New YorK— Macfadden Pub- 
lications has reported to its stock- 
holders that while income from 
circulation climbed from $2,792,- 
056 for the first six months of 1945 
to $3,166,588 for the comparable 
period in 1946, income from ad- 
vertising slipped from $3,594,476 
in 1945 to $3,553,923 for the same 
period in ’46. 

The publishing company pointed 
out that while income from circu- 
lation and advertising thus was up 
$333,979, the company’s profit be- 
fore taxes declined $706,061. This 
decline “is entirely due to an in- 
crease in production costs all along 
the line,” the company said. 

The company’s. statement 
showed net profit after taxes of 
$632,032 for the first six months 
of 1946 compared to $518,819 for 
1945, but a note said the $632,032 
included $140,000 set aside for em- 
ploye retirement and for pre-pub- 
lication of new publishing proper- 
ties. Had the $140,000 been ex- 
cluded, profits for the first six 
months would have been $545,232 
compared with $518,819 for last 
year. 

The company benefited from 
substantial tax reductions, with 
1946 taxes shown at $387,374 com- 
pared with $1,206,648 for last 
year. 

The increase in production costs 
was forecast in last year’s report 
by O. J. Elder, president of the 
company, who noted that the pub- 
lishing business was free to op- 
erate in its own way and that 
heavier paper, additional color, 
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and more text pages would in- 
crease costs. Production costs will 
be much heavier and the ratio of 
these costs to revenue from ad- 
vertising and circulation much 
higher, he told stockholders then, 
adding that the “ratio of. profits 
to gross income before taxes will 
be considerably less than during 
the war years.” 


New Bedford Paper Is 
100th Readership Study 


The highesf scores ever recorded 
for readership of classified adver- 
tising were made by readers of 
the May 16 issue of the Standard- 
Times, New Bedford, Mass., the 
Advertising Research Foundation 
reports in its 100th survey of its 
Continuing Study of Newspaper 
Reading. Classified ads were read 
by 69% of men and 68% of women. 

Among men, the best-read na- 
tional ad was a 128-line cartoon 
ad for Hostess cup cakes by Con- 
tinental Baking Company. It drew 
attention of 26% of men and 22% 
of women, with whom it ranked 
third. First among women, with 
30% readership, and third for 
men (22%), was a 1,130-line ad 
for My Sunbeam bread. Second 
for men (23%) and fourth for 
women (21%) was a 180-line car- 
toon ad for Ethyl cleaner. Second- 
place favorite for women (24%) 
and in a tie for eighth among men 
(10%), was a 576-line Blue Cross 
ad urging young women to adopt 
nursing. The only color ad, by 
Colonial Beacon Oil Company, 
was viewed by 13% of men and 
14% of women. 


Issues Tourist Guide 


A new guide book of San Fran- 
cisco and central and northern 
California has been issued by Cali- 
fornians, Inc., for the purpose of 
increasing tourist trade. 
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1497" 


Ist in circulation by 


Ist in total advertising by 


5] 6,5 5 4 lines** 


* 3 months ended March 31, 1946 
** 5 months ended May 31, 1946 


-REYNOLDS-FITZGERALD, Inc., Natl. Representatives 
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War Assets Plots 
New Drive fo Sell 
All Surplus Goods 


(Continued from Page 1) 
stage, has the active support of 
War Assets’ new chief, Robert M. 
Littlejohn, who laments that he 
came home after four years over- 
seas (as Quartermaster General 
for the European theater) and was 
unable to buy a jeep. 

Mr. Littlejohn, as he insists on 
being called, told the field person- 
nel that disposal has been “de- 
layed by entirely too many re- 
ports” — statistical, chronological 
and other kinds. 


Asks Regular Reports 


While he wants to be relieved 
of as much detail work as pos- 
sible, regional and zone chiefs are 
to write him on the lst and 15th 
of each month. Not to exceed 
two pages, the letter “is to cover 
the good and the bad.” 

Mr. Littlejohn is compiling a 
revised inventory of the goods 
that must be sold between now 
and next July 1. Though reports 
are still coming in from the agen- 
cies that own the goods, it is 
estimated that sales will have to 
total at least $15 billion before the 
job ends. 

“Just what percentage of the 
over-all will remain on July 1, 
1947, I cannot even make a curb- 
stone guess at this time,” Mr. 
Littlejohn said. “But after that 
date I hope there will remain only 
the administration of a number of 
leases on real property, a number 
of loans due to sales, and a mini- 
mum of hard stock.” 

With War Assets spending con- 
siderably more for advertising in 
its field offices, he instructed re- 
gional directors to “give their per- 
sonal attention” to the control of 
their advertising and its place- 
ment. 


Agency Network Formed 


A network of local agencies is 
now. under contract to service War 
Assets regional offices. Working 
under direction of Fuller & Smith 
& Ross, they include Allen & Rey- 
nolds, Omaha; Bruce R. Brewer & 
Co., Kansas City; Conner Adver- 
tising Agency, Denver; D’Arcy 
Advertising Company, St. Louis; 
Knox Reeves, Advertising, Min- 
neapolis; Liller, Neal & Battle, At- 
lanta, and the McCarty Company, 
Los Angeles, San Francisco, Se- 
attle and Dallas. 

Northrup Clarey, former Stand- 
ard Oil of New Jersey public re- 
lations man, has come in as 
deputy director to supervise all 
public relations and advertising. 

The director said he was pleased 
with reports he gets of improved 
public relations for War Assets, 
and warned that “adverse pub- 
licity must in every case be ex- 
amined.” 

“The problem raised by the 
press should be brought out in the 
open and attacked, not defensively, 
but offensively,” he said. “Good 
public relations and full and 
honest information are the re- 
sponsibilities of our entire organi- 
zation. Every successful individ- 
ual or business does make mis- 
takes, admits them, profits by 
them, does not repeat them.” 

So that the Washington office 
and each regional office may have 
up-to-date information on inven- 
tories, sales, conditions of stock 
and future plans and policies, War 
Assets is to have a “control room” 
showing graphically “what is be- 
ing done, what has been done, 
and what it is planned to do.” 

Developed by A. M. Brumbaugh 
of Florsheim Shoe Company, here 
as a consultant, the control room 
is to have “factual information, 
not eyewash charts.” 


“By spending 15 to 30 minutes 
per day in this room, I shall be 
able to keep abreast of current 
and future operations of War As- 
sets,” Mr. Littlejohn said. “I an- 
ticipate that visitors to. my office 
will be able to secure in this con- 
trol room the major portion, if 
not all, of the information they 
seek.” 


Magazines Set 
Record in Support 
of Bond Campaign 


NEw YorK—The nation’s maga- 
zines, beginning with September 
issues, will devote a record amount 
of space to the savings bond cam- 
paign, according to Albert E. 
Winger, of the Crowell-Collier 
Publishing Company, chairman of 
the magazine advertising commit- 
tee of the National Publishers As- 
sociation, 

Mr. Winger announced that 943 
magazines with a total circulation 
of 114 million are now taking part 
in the campaign in cooperation 
with the Treasury Department 
and the Advertising Council. 

Working with Mr. Winger on 
the campaign are Young & Rubi- 
cam as the task force agency, 
with Mack Rainbolt as creative 
director; Stuart Peabody, Borden 
Company, Advertising Council co- 
ordinator of the campaign, and 
Bernard Barnes, Time, Inc., cam- 
paign manager. Members of the 
publishers’ committee are Fred A. 
Healy, Curtis Publishing Com- 
pany, Phillips Wyman, McCall 
Corporation, Frank Braucher 
Periodical Publishers’ Association, 
Earl McHugh, Hearst magazines, 
and Mr. Barnes. 


Universal Camera 
Plans Color Drive 


NEw YorK—Universal Camera 
Corporation will make a bid for 
increased consumer coverage 
through four-color insertions in 
Parents’ Magazine, Popular Pho- 
tography, The Saturday Evening 
Post, Travel & Camera and U. S. 
Camera, and black-and-white ad- 
vertisements in Life and Time. 
Regular pages will also be sched- 
uled in such trade and hobby pub- 
lications as American Photography, 
Camera, Home Movies, Mechanix 
Illustrated, Minicam, Movie 
Makers, Popular Mechanics and 
Popular Science. 

The campaign will feature new 
items in the line as they develop, 
and emphasize the company’s cur- 
rent Mercury II, Cinemaster II 
and Binocular cameras, and a 500- 
watt projector. Full pages in three 
dealer publications—Devel- 
opments, National Photographic 
Dealer and Photographic Trade 
News—will support the consumer 
emphasis. < 

Grey Advertising Agency, New 
York, handles the accotiit.«?»~ 


LOGAN G. THOMSON 

La Jotua, Cat. — Logan G. 
Thomson, president of the Cham- 
pion Paper & Fibre Company, 
Hamilton, O., died here Aug. 9, of 
an unidentified fever while on 
vacation. Mr. Thomson had been 
president of the company since 
1935, when he succeeded his 
brother, Alexander Thomson Sr. 
He served with Champion for 41 
years. 


ROBERT E. MEDLAND 


Cuicaco — Robert E. Medland, 
46, advertising director of Pull- 
man-Standard Car Mfg. Company, 
died here last Monday after a brief 
illness. He had served with the 
company for 29 years. 


Strobusch Promoted 


Harvey H. Strobusch, assistant 
manager of the San Francisco 
| office of Knox Reeves Advertising, 
has been named manager. 
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Last Minute News Flashes 


Life Insurance Institute to Launch New Campaign 
NEw YorK— The Institute of Life Insurance will announce this 

week a new advertising program starting early in September, with 

1,000-line insertions to appear regularly in more than 300 daily news- 


papers. The 1946-47 schedule will 
ing further into the family sphere 


be a public service program carry- 
the anti-inflation and thrift cam- 


paigns conducted through the institute by the life insurance companies 


in America and their agents during the past three years. 


Appropria- 


tion for the new program may be slightly larger than last year’s. 
J. Walter Thompson Company is the agency. 


Swank Shifts Account to Kudner Agency 


ATTLEBORO, Mass.—Swank, Inc., 
and other accessories, has placed 


maker of men’s jewelry, wallets 
its account with Kudner Agency, 


Inc., New York. A fall campaign will run in Collier’s, Esquire, Life 
and The Saturday Evening Post and in cooperative newspaper adver- 
tising with dealers. The account formerly was handled by Alfred J. 
Silberstein-Bert Goldsmith, Inc., New York. 


Expands Disiribution, Ads 


for Instant Sanka 


NEw York—General Foods Corporation is starting Instant Sanka 


toward national distribution with 


starting late this month in Detroit and on the West Coast. 


a staggered newspaper campaign 
The prod- 


uct had previously been introduced in New York and Chicago (AA, 


June 17). 


A national magazine campaign starts in October with full 


pages in Collier’s, Country Gentleman, Household, Good Housekeep- 
ing, Life and Look. Young & Rubicam is the agency. 


Schedules ‘Selling’ Copy 


for Dole Pineapple 


San FrRANcIsco—Hawaiian Pineapple Company, through N. W. Ayer 


& Son, will start postwar “selling” 


copy next month for the 1946 crop 


of Dole pineapple, now on its way to the mainland, using four-color 
pages in American Home, Better Homes & Gardens, Family Circle, 
Good Housekeeping, Ladies’ Home Journal, McCall’s and Woman’s 
Home Companion. Copy will emphasize new uses for the fruit. 


Philco, Bing Crosby Agree on New Fall Show 
PHILADELPHIA—Philco Corporation, through Hutchins Advertising 
Company, has reached an agreement with Bing Crosby on terms for its 


sponsorship of the star this fall. 


The contract now is in the hands 


of both parties, with a general ‘‘crossed fingers” attitude prevailing. 
Philco has also signed a 52-week renewal of its five-day 9:45-10 a.m. 
segment of the ABC “Breakfast Club.” 


International Starts Campaign for Goddards’ Rum 

New York—lInternational Distributors has started a newspaper 
campaign for Goddard’s rum in New York and Chicago newspapers, 
bolstered by a schedule in Beverage Retail Weekly and Beverage 


Times. Original insertions are 600 


the blend of Barbados and light West Indian rums. 


& Co. is the agency. 


lines, reverse plate, and emphasize 
Lawrence Fertig 


FTC Modifies Its 
Rule Against Use 
of ‘Red Cross’ 


WASHINGTON — Complying with 
instructions of the U. S. Supreme 
Court, FTC this week-end lifted 
a cease and desist order which 
would have required the APW 
Paper Company, Albany, N. Y., to 
abandon Red Cross as the brand 
and trademark for its toilet tissues 
and paper napkins. 

Rescinding the death sentence, 
FTC issued a new order which in- 
structs the firm to print on its 
labels and in its advertising a dis- 
claimer stating “clearly and con- 
spicuously” that “this product is 
not sponsored or approved or in 
any manner associated or con- 
nected with the American National 
Red Cross.” 

The case had been thrown back 
to the comiissién after the circuit 
court for the second circuit and 
the Supreme Court held that FTC 
should have tried a less drastic 
remedy than the death sentence it 
imposed on the brand name Jan. 
7, 1944. 


Acts Against Several 


At that time the commission had 
issued a series of orders and com- 
plaints against firms using “Red 
Cross” as a brand or trademark on 
the assumption that use of th em- 
blem misled the public into as- 
suming that the product was spon- 


sored or endorsed by the National | 
Red Cross. | 

Several companies abandoned | 
the brand and trademark on the| 
strength of the FTC drive and pro- 
posed legislation which would out- 
law completely the use of the 
name or emblem by anyone other 
than the Red Cross. 

In the absence of additional 
legislation, however, the courts 
ruled that the APW Paper Com- 


pany was protected by the statute 


pany actually using the Red Cross 
name or symbol on Jan. 1 of that 
year to retain its use. APW had 
used it since 1897. 


Fitzpatrick Buys WGR; 
Names Lounsberry 


Leo Fitzpatrick, who recently 
sold his interest in Station WJR, 
Detroit, of which he was president 
and general manager, to George E. 
Richards, has returned to the radio 
field with purchase of Station 
WGR, Buffalo, from the Buffalo 
Broadcasting Corporation. 

I. R. Lounsberry, manager of 
the CBS outlet for the past 20 
years, has been named president. 
Mr. Fitzpatrick. will continue to 
make his headquarters in Detroit. 


United Artists Sets 
$8 Million Ad Budget 


United Artists at its annual sales 
convention in New York last week 
approved an $8 million advertis- 
ing budget for the coming year. 
This amount represents approxi- 
mately twice the expenditure for 
last year, according to Howard 
LeSeur, advertising manager. Bu- 
chanan & Co. has the account. 


Styles Plane Interior 


J. Gordon Lippincott & Co., New 
York industrial designer, has been 
appointed to style and engineer 
the interior layout of Republic 
Aviation Corporation’s new 400 
mph., 46-passenger superliner, the 
Rainbow, now in initial produc- 
tion at the Farmingdale, N. Y., 
plant. 


Ford Signs Dinah Shore 


Ford Motor Company, Detroit, 
through J. Walter Thompson Com- 
pany, New York, will sponsor 
“The Dinah Shore Show” on the 
CBS network Wednesdays 9:30- 
10 p.m., effective Sept. 18. 


Plastics Exhibit in May 
The Society of the Plastics In- 

dustry will hold its second na- 

tional plastics exposition May 5 


of 1905 which permits any com- | to 11 in the Coliseum, Chicago. 


1,500 Weeklies Get 
Steel Institute's 
Farmer Copy 


French & Preston Is 
Agency for Drive 
Asking Farm Scrap | 


New YorK—A new campaign 
for the American Iron & Steel In- 
stitute has been launched in 1,500 
weekly newspapers, beginning a 
six-month drive consisting of 
monthly insertions. The weeklies 
picked are not “unit’? members, 
but were selected for rural cover- 
age, since the campaign will be 
slanted for farmers. 

The first insertion is headlined 
“Hats Off to This Fellow,” and 
copy consists principally of two 
themes, one an explanation to 
farmers of shortages of fencing, 
tools and farm implements— 
“Strikes have caused the short- 
ages in farm implements—strikes 
in steel, strikes in coal, and strikes 
in the farm implement industry 
itself.” 

The second theme appeals for 
scrap iron, and farmers are told 
they “can help increase steel out- 
put by sending worn-out machin- 
ery, etc., on its way to the fur- 
naces,” 


Ad Funds Limited 


Sources close to the institute 
said that the campaign in week- 
lies probably would be the only 
advertising undertaken by the in- 
stitute this year, due to a limited 
appropriation. 

The current campaign is placed 
through French & Preston, a com- 
paratively new agency, which has 
not previously piaced the insti- 
tute’s copy. French & Preston has 
applied for American Newspaper 
Publishers Association recogni- 
tion, stating that its principals are 
Charles R. French and James P. 
Selvage. Mr. Selvage is also a 
principal of Selvage & Lee, public 
relations, which has the same ad- 
dress as the agency, 16 E. 48th 
St. The agency, listed for the first 
time by McKittrick’s directory, 
shows as its sole account the BFD 
company. 


Started in 1936 


Previous ventures of the steel 
industry into advertising have 
generally been sparked by spe- 
cific issues. In 1936, in the midst 
of the first big strikes as steel 
was organized, the industry used a 
wide list of newspapers to present 
its views, through McCann-Erick- 
son. In 1942, the American. In- 
dustries Salvage Committee, whose 
membership was largely com- 
posed of institute members, re- 
tained McCann-Erickson to direct 
the drive, working on a budget 
of $1,500,000 annually, the object 
being to collect scrap iron “and 
steel. 

Last year, in copy signed di- 
rectly by the institute, its mem- 
bers expressed their opinions of 
the steel strike. Copy was placed 
through Batten, Barton, Durstine 
& Osborn, The present campaign 
was the first signed by the insti- 
tute. 

The institute’s public relations 
account is handled by Hill & 
Knowlton. 


Dietrich Appointed 

Carl B. Dietrich, formerly ad- 
vertising manager of Wagner Elec- 
tric Corporation, St. Louis, has be- 
come sales promotion manager of 
Accurate Parts Mfg. Company, 
Cleveland. 


Sutho Suds to Gardner 


Sutho Suds Company, Indiana- 
polis, has placed its advertising 
with Gardner Advertising Com- 
pany, St. Louis. 


$) rats Seo OS et ea ae, os r os ei bie i ro ae - y rc = Poe Wed pe tg ue Soiee 
ak OR (ie use te ; ee a - Sis Nene gt MAS ee eh ge Sei aes ioe ea een eas Bs Fae i i 
leat Sin, * A aor i i %: gg 
Pret e aco 
. ee ; 
ae A 
i | E 
of gs 
| heron 
n, | 
ts 
i] 
c es 
| es 
| 
ee 
“ a 
r= 
of 
1- 
1e 
mn 
ts 
er aes 
id fe eS 
. ee as 
—_ | —O™~—SSY ad 
w | 
w 
Jo | a 
od Se 
th . 
or | 
ad 
: eT 
or 
l= | 
d- | 
0) 
en 7 
en a 
pt ee 
oy aca 
, | ee | 
ad 
ee enti 
a ‘ tees 
mn ene 
li- eee iss 
; eee 
| | 5s 
> Cd fen 
ox rr .——C“?8?NLE 5 
) ¢o° | | cae 
» ie ee : 
pe | | | 
. sneering deaaataneattncemrensaemeaeniaittads 
—o 
oo | | 
S ve 
we ee 
ae? ee 
R w | Oe 
.) en 
he ee | | sai 
{ eas 
vf wes 
oe | : 
F oo 
oO | 
s | 
NC | 
‘ a , 
+a erie 
& a 
-. ng 
at P ‘a 
x, — 
oe bh a 
“a 2 i. 
a i 
‘i> inane ne 
Or“ Tm 
> a6 “ia 
30 . 
“a ae 
coe es 
oP. — 
s 1 eer 
> biti i 2 Seis } 5G ; ( pen 
Ao ee 
= or oe 
» “os pe. 
wr ne ee 
; 2 : | - | i: ie sig 
ws * | on i ie 
37 ae ES 
R eae 
4 oo | = 
FS . 
" o ' 5 ake 
* sof ; 
rs: 
0° 6 
9 <e? } 
ra 
Ve | 
aN a 
o\ | 
2 ee | 
ox? 
o> 
aS 
» Ww : 
s Vv ry 
| 
ay Co | ee 
ast 
be } 
oo < 
| 
1 ‘ 


ADS ARE MORE (N 
GOOD HOUSEKEEPING! 


YOUR PRODUCT, when it is advertised in the advertisements in it. Thus each adver- Women know ... 
Good Housekeeping, has two reputations tisement has greater conviction here than Kean. SN 
to recommend it—yours and ours. it could have anywhere else. Good Housekeeping 
And ours is a valuable plus for yours. And there is no need to tell you that the as ovemsco WS 
For the confidence women have in the in- power of conviction is a major force in talent haere taedmeglinenat rs 


the product that has it, earns it. 


tegrity of Good Housekeeping extends to making sales. 
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